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Birousch Proofs 


With fines and jail sentences pos- 
sible under the new securities act, 
you can’t blame an investment house 
for thinking twice before writing its 
advertising copy. And with the 
weather so nice, it may decide to 
worry along without any advertising 


copy. 


~ =F 


Instead of an advertising counselor, 
a financial house is going to need a 
staff of legal experts and a speaking 
acquaintance with at least one mem- 
per of the Federal Trade Commission. 


, V7 F 


An agency specializing in invest- 
ment advertising in 1933 may find its 
most appreciated service to consist of 
national facilities for bailing its 
clients out of jail. 


> } F 


Before announcing any more names 
of prominent citizens who were on 
Mr. Morgan’s preferential lists, the 
Pecora committee ought to supply 
each of them with one of Wrigley’s 
popular new masks. 
vgy¥seie? 


Kresge’s are now featuring com- 
plete radio sets and other high-priced 
merchandise. And it’s time they ar- 
ranged to provide an ample supply 
of those million-dollar babies. 

7, ©. F 


President Roosevelt, phoning a kid- 
ding message to a friendly quartet, 
asserted he was the advertising man- 
ager for Cascarets. He meant that 
he works while you sleep. 

, FV F 


“A car can be built to last two or 
three years,” Henry Ford said in his 
second open letter, “but we have 
never built one.” 
Bob Hart insists it’s been a good 
value for the money, anyway. 
v v7 F 


Dan O’Connell of the Boston O’Con- 
hells admits he’d prefer a beer slogan 
something like this: ‘The old-time 
tang, with the old-time bang.” Sorry 
—that one is reserved for the wine 
trade. 

7, FF F 


Cosmetics are now included in the 
food and drugs act, thus confirming 
the secret belief of the softer sex 
that with the right make-up they look 
sweet enough to eat. 

v Vv F 


An old industry is rebuilding on a 
hew foundation, says Republic Steel, 
referring, of course, to the brewers. 
Between us, the foundation is prob- 
ably the same old one—Gemiitlich- 
keit—with the umlaut. 


a 


Wallace Meyer exhumed a summer 
resort advertisement of 1884 and de- 
finitely established the fact that once 
upon a time there was a travel ad 
that didn’t feature a beautiful lady 
modeling a bathing suit. 

7 FF 


“You walk eight miles a day just in 
house-work.” 
And they called Dan O’Leary a 
champion! 
v 7. 


Quicker pick-up and more speed 
are demanded of automobiles by the 
younger drivers, who occasionally 
agree with their elders that life be- 
gins at forty. 

- + 


Miss Amy Vanderbilt has been ap- 
pointed advertising manager of The 
American Spectator. With a name 
like that she was a natural for The 
Spur. 

Copy Cur. 


E. 1. MITCHELL, 
HEAD OF AGENCY, 
KILLED IN FALL 


Open Elevator Door Proves 
Death Trap 


Chicago, June 1.—An elevator door, 
alleged to have been left open this 
morning by an employe of the Car- 
bide and Carbon building at 230 N. 
Michigan Avenue, after the car had 
been run to an upper floor for repairs, 
caused the shocking and untimely 
death today of Ernest I. Mitchell, 
president of Mitchell-Faust-Dickson 
& Wieland, widely known advertising 
agency. 

Mr. Mitchell, stepping through the 
open door at 10:30 a. m., into what 
he thought was a car waiting to 
whisk him to the agency offices on 
the twenty-third floor, plunged thirty 
feet to the bottom of the elevator 
well. On the concrete floor at the 
bottom of the shaft he sustained in- 
juries to which he succumbed a 
few minutes later at Passavant Hos- 
pital. 

His death completed a tragic cycle. 
His brother-in-law, James M. Snitz- 
ler, died only last Monday after a 
long -iliness. Mr. Snitzler, also an 
advertising man, sold his business to 
the present Mason Warner Company 
when ill health forced his retire- 
ment. 


Started With Mahin 


Mr. Mitchell, who was 55 years old, 
was the founder of the agency which 
bore his name. Born and educated 
in Chicago, he joined the Mahin Ad- 
vertising Company, then one of the 
most successful in the Windy City, 
shortly after graduating from high 
school. Under the tutelage of the 
late John Lee Mahin, he was given 
a thorough grounding in advertising 
fundamentals. Mr. Mahin, as much 
as any other man, was equipped to 
give this instruction, since he was 
considered one of the first to grasp 
the modern conception of advertising 
practice. 

In 1904 Mr. Mitchell had proved his 
ability, and with H. H. Mallory, also 
a fledgling from the Mahin agency, 
formed the advertising agency of 
Mallory & Mitchell, with offices in 
the Security building. Later the 
agency secured the services of Paul 
E. Faust, now treasurer of Mitchell- 
Faust-Dickson & Wieland, and the 
name was changed to Mallory. 
Mitchell & Faust. 


Faust Pays Tribute 


On the retirement of Mr. Mallory 
from the advertising field and the 
acquisition of John A. Dickson and 
M. V. Wieland, now secretary and 
vice - president, respectively, the 
agency changed to its present style. 

Mr. Faust paid high tribute to Mr. 
Mitchell. 

“He was one of the old_ school, 
which means that he was a better 
rounded advertising man than most 
of the present generation,” he pointed 
out. “As a youngster, he learned 
both to sell an account and to service 
it and he continued to practice ad- 
vertising in this wholesome fashion 
for years. 

“One of his conspicuous successes 
was Swansdown Cake Flour, which 
he served for some years. His ad- 
vertising and merchandising for 
Swansdown made it such an out- 
standing figure in its field that it was 


(Continued on Page 14) 


Armored Knights Do 
Battle for Gasoline 
Market in New York 


New York, June 1—Armored 
knights, champions of rival refiners, 
shouted defiance at each other from 
the pages of local newspapers last 
week end, when the competitive spirit 


able foe, who announced from the 
page of the Richfield Oil Corporation 
that challenges were just what he 
couldn’t get enough of. Like the 
Tydol knight-at-arms, Richfield’s de- 


Tydol/ Challenges 


.REVOLUTIONARY 
GASOLINE 


AT NO EXTRA COST 


‘The Highest Anti-Koock Rating ever 

offered ot regular gas price ' 
‘The Most Powerful Gasoline ever 
offered at regular gas price ' 
The firs Lubricating Hitest Gano! 
line. It hubricates as it drives. ' 


‘ 
PROVE IT TODAY. /# TOUR OWN CAR! 
‘ 


TRIPLEX TYDOL 


Not merely one Premium Quality... but Three 


——— 


CHALLENGES 
ACCEPTED! 


three ... not five... but ten 
premium quélities keep 
Richfield Golden Gasoline a 
year ahead of competition 


tho chal 


Country Chip - Fnday mghn at 1030 WEAF, ond 


RICHFIELD 


Golden GASOLINE 


RICHFIELD OFF CORPORATION OF NEW YORK + 122 Best 42nd Street, Now York 


of gasoline marketers, at white heat 
with the onset of the motoring sea- 
son, burst suddenly into flame. 

The first indication that the war 
for the gas consumer’s dollar would 
be fought out in medieval style was 
the appearance of a seven-column ad- 
vertisement by the Tide Water Oil 
Sales Corporation in the New York 
Times May 26. It depicted Tydol’s 
entry in the tournament brandishing 
his sword expectantly beneath the 
headlines, “Tydol challenges with a 
revolutionary gasoline at no extra 
cost.” 

The following day, when the ad- 
vertisement was repeated in the 
Herald Tribune, the Tydol knight 
found his path blocked by a formid- 


Striking similarity marked these two contemporary advertisements in 
the New York press. At the left is a seven-column Tide Water adver- 
tisement, and at the right Richfield's full-page "answer." 


fender was ready for any eventual- 
ity, being attired in full armor and 
having a bare sword ready at hand. 


A Coincidence 


The copy clash, explained Ben N. 
Pollak, advertising manager of Rich- 
field, was due more to coincidence 
than intention to begin an advertis- 
ing duel. In company with other re- 
finers reacting to the new policy of 
the Ethyl Gasoline Corporation, the 
Richfield Oil Corporation has been 
making preparations the past six 
weeks for introducing an improved 
gasoline. 

The theme for the campaign is the 
voicing of a challenge by a golden 


(Continued on Page 14) 


Last Minute 


partment of Justice. 


cases. 
standards for foods having the effect 


ilton, Jr., an attorney representing 
was $825,000. 


Detroit. 
space in publications circulating in 


News Flashes 


Amendments to Food and Drugs Act Submitted 


Washington, D. C., June 2.—Suggested amendments to the food and 
drugs act have been submitted to the chairmen of the congressional com- 
mittees on agriculture for introduction, following approval by the De- 


The amendments, which generally follow those previously outlined, 
would include cosmetics in the act and, while no attempt is made to pro- 
vide for advance censorship of advertising copy, the government is em- 
powered to require manufacturers to secure federal permits in certain 
More informative labels are also required and definitions and 


vf law are included. 


“Washington Post” Sold for $825,000 


Washington, D. C., June 2.—The Washington Post, for 56 years a leading 
paper in the capital, was sold at public auction yesterday to George E. Ham- 


an undisclosed principal. The price 


It will be continued in operation, Mr. Hamilton said. 
Mrs. Evalyn W. McLean, estranged wife of the paper’s former pub- 
lisher, bid $600,000 in an effort to keep the paper for her two sons. 


Kalamazoo Stove Names Detroit Agency 


Kalamazoo, Mich., June 2.—The advertising account of Kalamazoo 
Stove Company has been placed with Brooke, Smith and French, Inc., 
Fall schedules which are now being made up call for extensive 


small towns and rural communities. 


Russell Henriquez Joins Colorado Exhibit 


Chicago, June 2.—Russell D. Henriquez has resigned as production mana- 
ger of W. E. Long Company, Chicago advertising agency. to join the Colo- 
rado exhibit at A Century of Progress. He is the son of Philip L. Henriquez, 
western advertising manager, St. Louis Post-Dispatch. 


NEW SECURITIES 
BILL MAKES COPY 
HARDER TO WRITE 


Larger Space May Be Needed 
To Tell Story 


New York, June 1.—As far as urg- 
ing the purchase of any security is 
concerned, Wall Street has slowed 
down to a walk, while its investment 
houses and brokers try to fathom the 
meaning of the securities bill passed 
by Congress. 

Although the center of American 
securities trading is far from quiet 
these days, the customers’ men of 
brokerage houses have lost some of 
the optimism for which they’ are 
famous at least until their lawyers 
say there is no penalty attached to 
enthusiasm. 

Eventually, and the brokers hope it 
will be soon, the new legislation will 
be put into working order by the 
Federal Trade Commission, with in- 
structions as to how far and under 
what conditions salesmen may go. 

One big house said it has even 
ceased to make recommendations. 
When an order comes in it is filled, 
but the broker maintains a non-com- 
mittal attitude. 

A number of houses have halted 
the sale of corporation bonds pend- 
ing clarification of the situation. 


Washington, D. C., May 31.—As 
finally enacted into law, the admin- 
istration securities regulation bill, 
which was signed by President Roose- 
velt May 27, contains many provi- 
sions which promise to make the 
task of advertising and selling se- 
curities more difficult and exacting 
than it has ever been before. 


Main Provisions 


The act, which becomes effective 
July 6, requires the filing of a mass 
of information relative to the pro- 
posed issue with the Federal Trade 
Commission, which will administer 
the law, at least 20 days before the 
issuance of securities actually be- 
gins; gives the commission supervi- 
sion of securities advertising; per- 
mits the commission to issue stop 
orders against any security; holds 
officers personally responsible for 
misstatements concerning offerings, 
and provides four specific remedies 
in case of frauds. 

Certain securities of the govern- 
ment, the states and political subdi- 
visions, of religious, educational or 
charitable institutions, of building 
and loan associations, etc., are ex- 
cluded from the provisions of the act. 

The bill provides for the filing of 
32 different statements by any group 
issuing securities when the securi- 
ties are registered, and further pro- 
vides that every prospectus must 
include most of the information 
shown on these statements, unless 
the Federal Trade Commission 
adopts specific regulations allowing 
certain items to be dispensed with. 


Defines Prospectus 


The bill defines a prospectus as 
“any prospectus, notice, circular, ad- 
vertisement, letter or communication, 
written or by radio, which offers any 
security for sale,” and requires each 
prospectus to “contain the same 
statements made in the registration 
statement,” with the exception of five 
specific documents in the case of do- 
mestic securities, and of two specific 
documents in the case of securities 
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of foreign governments or political 
subdivisions. 

The bill allows the commission to 
permit omission of certain other ma- 
terial, in its discretion, and also 
allows it to require the inclusion of 
information not contained in the 
statements on file. It further pro- 
vides: 


May Classify Prospectuses 


“In the exercise of its powers 
ofa the commission shall have 
authority to classify prospectuses ac- 
cording to the nature and circum- 
stances of their use, and, by rules 
and regulations and subject to such 
terms and conditions as it shall 
specify therein, to prescribe as to 
each class the form and contents 
which it may find appropriate to such 
use and consistent with the public 
interest and the protection of inves- 
tors. 


“The statements or information 
required to be included in a pros- 
pectus . . when written, shall be 
placed in a conspicuous part of the 
prospectus in type as large as that 
used generally in the body of the 
prospectus. 

“In any case where a prospectus 
consists of a radio broadcast, copies 
thereof shall be filed with the com- 
mission under such rules and regu- 
lations as it shall prescribe. The 
commission may by rules and regu- 
lations require the filing with it of 
forms of prospectuses used in con- 


nection with the sale of securities 
registered under this title.” 

Those who are inclined to believe 
that the necessity for including such 
a large volumie of material in all ad- 
vertising will either make the use of 
exceptionally large space imperative, 
or will discourage advertising alto- 
gether, find some comfort in a part 
of the definition of “prospectus,” 
which, after broadly defining the 
term, continues: 

r . except that (a) a communi- 
cation shall not be deemed a pros- 
pectus if it is proved that prior to 
such communication a written pros- 
pectus meeting the requirements of 
Section 10 was received, by the per- 
son to whom the communication was 
made, from the person making such 
communication or his principal, and 
(b) notice, circular, advertisement, 
letter or communication in respect of 
a security shall not be deemed to 
be a prospectus if it states from 
whom a written prospectus meeting 
the requirements of Section 10 may 
be obtained and, in addition, does 
no more than identify the security, 
state the price thereof, and state by 
whom orders will be executed.” 


Officers Personally Liable 


The bill also defines the manner 
in which the commission may issue 
a stop order, thus canceling the 
registration of any security, “if it 
appears that the registration state- 
ment includes any untrue statement 


of a material fact or omits to state 
any material fact.” 

Personal liability of officers of the 
issuing organization for the state- 
ments made in the registration state- 
ment, a provision which was vigor- 
ously opposed by banking and in- 
vestment groups, is included in the 
effective draft of the bill. 

Registration statements must be 
signed “by each issuer, its principal 
executive officer or officers, its prin- 
cipal financial officer, its comptroller 
or principal accounting officer, and 
the majority of its board of directors 
or persons performing similar func- 
tions;” and every signer, officer of 
the company, and person who has 
with his consent been named as hav- 
ing prepared or certified any part of 
the registration statement, is civilly 
liable to any purchaser unless they 
can prove that they had no knowl- 
edge of the misinformation. 


Prevents Paid “Send-Offs” 


One section of the law, which may 
conceivably have a serious effect on 
financial publicity writers, says, 

“It shall be unlawful for any per- 
son, by the use of any means or in- 
struments of transportation or com- 
munication in interstate commerce or 
by the use of the mails, to publish, 
give publicity to, or circulate any 
notice, circular, advertisement, news- 
paper article, letter investment serv- 
ice, or communication which, though 
not purporting to offer a security for 


WHAT’S YOUR PERSONAL 


@ You must have one. 


Everybody has. 
Sometimes, it is Junior’s habit of flunk- 


Take the current June issue. 
copy of Physical Culture you will find not 


In this 


ing classes or the wife threatens to pack up 
and go home. Perhaps, the old salary 
check may not be what it used to be and 
the landlord just will not listen to reason 
about that “bargain lease” you made back 
in 1931. 


To the lads on the city desks, these prob- 
lems of yours are not exactly Page One 
stuff, nor do they cause any loss of sleep 
even to your most sympathetic companions. 
But to you, these personal problems are 
vitally important. Either you solve them 
or eventually they get you. And how! 


Since its very first issue—some 35 years 
ago—Physical Culture Magazine has rec- 
ognized the importance of personal prob- 
lems, sensed their direct relation to the suc- 
cess or failure of a man in business or as 
the head of a family. In that time, the Ed- 
itors of this magazine have received thou- 
sands and thousands of letters from readers 
with personal problems. Anxious, sincere 
readers—everyday folks just like ourselves 
—seeking a solution to some pertinent 
problem affecting their life and happiness. 


In all these 35 years, Physical Culture, 
the friendly magazine, has never yet failed 
to help a single troubled reader with his 
personal problems. 


a few articles which discuss intimately cer- 
tain personal problems which readers en- 
countered and how they solved them. For 
instance, “Keeping Youth Out of Jail,” 
“Preachers Now Fighting Prudery,” 
“Girls Men Like,” “Bringing Up 
Mother,” “The Unmaking of a Neurotic,” 
and “My Drinking Wife.” Without ex- 
ception, all live articles, the majority of 
which are told in the first person, deal with 
human dilemmas, and how to cope success- 
fully with them. 


This traditionally unstinting editorial 
assistance in helping its readers solve their 
personal problems partially explains why 
today Physical Culture enjoys the loyal 
support and unflagging interest of more 
than a quarter-million readers. An appre- 
ciative audience whose responsiveness can- 
not be topped by any other in the entire 
magazine field. 


AN ADVERTISEMENT FOR PHYSICAL CULTURE MAGAZINE 


IN NEW POST 


Henry Hoke, formerly business man- 
ager of "Postage and the Mail Bag" 
who has been named executive man- 
ager of Direct Mail Advertising 
Association. 


sale, describes such security for a 
consideration received or to be re- 
ceived, directly or indirectly, from 
an issuer, underwriter, or dealer, 
without fully disclosing the receipt, 
whether past or prospective, of 
such consideration and the amount 
thereof.” 


Mr. Roosevelt 
Buys a Radio 
Act—Almost 


New York, June 1.—‘Advertising 
activities’ of President Roosevelt 
caused a brief flurry among a group 
of Washington correspondents last 
week, the current issue of Time re- 
ports. 

The White House Portico Quartet, 
composed of President Roosevelt's 
secretary, Marvin McIntyre; Fred 
Storm, United Press; John Boettiger, 
Chicago Tribune, and Edward Rod- 
dan, Universal Service, was induced 
to sing “Home on the Range” over 
an NBC network. As Time tells the 
story: 

“President Roosevelt interrupted a 
White House conference on the na- 
tional recovery act to listen in. When 
the singers finished the President 
telephoned the broadcasting studio. 
Disguising his voice, he got the quar. 
tet leader on the wire. Approximately 
the following dialog then took place: 

“President: That’s a fine act you’ve 


got. I could sign you up for a regu- 
lar job. 
“Leader: We're not looking for a 


job. Who’s this speaking? 
“President: Never mind. I’d like 
to get your bunch under contract for 
a performance once a week. How 
about it? 
“Leader: Who the hell are you? 
“President: I’m the advertising 
manager of Cascarets.” 


San Francisco Store 


Salutes World’s Fair 


Taking advantage of the nation- 
wide interest in Chicago’s Century of 
Progress, The Emporium, local de- 
partment store, used six full columns 
in local dailies May 26 to salute the 
opening of the Chicago exposition on 
the following day. 

Headed, “Chicago—on the eve of 
your great Century of Progress San 
Francisco sends you greetings and 
congratulations,” the space was de- 
voted entirely a tribute to Chicago’s 
enterprise. 


Play Nutty Golf 


Advertising Club of Los Angeles 
held its final golf tournament and 
stag dinner June 1. The golf was a 
little unusual, inasmuch as each en- 
trant was allowed to choose only one 
club with which to play the entire 
game. 


Goodall Returns 


Harry K. Goodall, who was classi- 
fied advertising manager of System 
for many years, has returned to 
Management Methods, successor to 


System, in the same capacity. 


COMBINATION — 
RATE ACTION 
IS DISMISSED 


Midwest Farm Unit Acquitteg 
on Monopoly Charge 


Indianapolis, Ind., June 1—A qj. 
rected verdict for the defense was 
ordered by Judge Robert C. Baltze}j 
in federal court here today in the suit 
of the Indiana Farmer’s Guide Pub. 
lishing Company, Huntington, Ind, 
against the Midwest Farm Paper 
Unit, Inc., Chicago, and its five pub. 
lishing company members, the Prai- 
rie Farmer Publishing Company, 
Chicago; the Wallace Publishing 
Company, Des Moines, Ia.; the Wis. 
consin Farmer Company, Racine, 
Wis.; the McKelvie Publishing Com. 
pany, Lincoln, Neb., and the Webb 
Publishing Company, St. Paul. 

The plaintiff in its original com- 
plaint had alleged restraint of trade 
and an attempt at monopolistic con. 
trol of farm paper advertising by a 
lower rate schedule through the 
combination. The Indiana Farmer's 
Guide alleged in its original com- 
plaint, filed July 1, 1932, that it had 
been damaged to the extent of $200, 
000, and in a supplemental complaint 
filed May 13 it alleged that the con- 
tinued activities of the unit had 
caused it $25,000 additional damage, 
It asked for triple damages, or a to- 
tal of $675,000, besides attorneys’ 
fees. 

Asks Directed Verdict 


The Indiana Farmer’s Guide attor- 
neys rested their case Wednesday 
evening, at the close of the first day 
of hearing. The defense attorneys 
filed a motion for a directed verdict, 
on the ground that the case had not 
been proven. Thursday noon Judge 
Baltzell directed the jury to return a 
verdict for the defense. 

The plaintiff has not presented a 
“syllable of evidence” to show any 
interference with interstate com- 
merce, Judge Baltzell said. There 
was no evidence of any conspiracy, 
and no evidence that any monopoly 
had been created. Further, he said, 
the evidence was too uncertain and 
indefinite to show the amount of 
damage, if any had been sustained. 

The Indiana Farmer’s Guide had 
alleged that it has a larger circula- 
tion in Indiana than the Indiana edi- 
tion of the Prairie Farmer, but that 
through the pooling of interests the 
Midwest Unit’s papers had joined in 
unfair rate schedules for advertis- 
ing, and the Prairie Farmer had been 
able to obtain more advertising busi- 
ness than its relative circulation en- 
titled it to. The Guide had charged 
that the purpose of the agreement 
and the rate schedule had been to 
destroy the competition presented by 
the plaintiff and to obtain a “monopo- 
listic control” of the farm paper busi- 
ness in Indiana and adjoining states. 


Three More Name 
Thomas H. Reese 


Thomas H. Reese & Co., New York, 
have been appointed by Frank-Davies 
Company, period reproductions and 
modern furniture; Gambarelli & Da- 
vitto, wines, and Plymouth Shops, 
women’s specialty chain. 

Newspapers, magazines and direct 
mail will be used on all three ac- 
counts. 


Has Memorial Service 


Memorial services for 20 members 
of the staff of the New York Sun 
who had died since Memorial Day a 
year ago were held in the club room 
of the Sun building May 29. Edwin 
S. Friendly, business manager, read 
the name and record of each deceased 
employe. 


Upholds Tobacco Tax 


Provisions. of Mississippi’s 1932 
tobacco tax law transferring the duty 
of affixing stamps from retailers to 
wholesalers, was upheld by the state 
supreme court last week. The ruling 
reverses a previous decision of the 
circuit court. 
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* years ago F. Egbert Ottlebottle 
was reckoned as one of the best financial 
minds in America. And upon starting a 
full day of financial minding, Mr. Ottle- 
bottle liked a little black coffee, some- 
times some Bromo Seltzer, and always 
The New York Apex. The Apex, it may be 
said without exaggeration or envy, had 
and has the best financial pages in this 
country. 

Two years ago, unfortunately, Mr. 
Ottlebottle had no more finances to 
mind—and a severely shrunken salary. 
But he was still a devoted reader of The 
Apex and its financial pages. 

And this year, even more unfortu- 
nately, Mr. Ottlebottle hasn’t even a 
salary. Upon starting an empty day 


looking for a job, he patiently waits his 
turn in the breadline for some not very 
good coffee. To while away his wait, he 
delves around in the trash cans for a 
morning newspaper. Does Mr. Ottle- 
bottle, now all too cognizant of his lapse 
into the lower classes, eschew his former 
choice of reading matter and stick to the 
journals the lower classes are supposed 
to read? Not at all! Mr. Ottlebottle 
delves until he has found a crumpled 
but complete copy of The New York 
Apex; and as of old will peruse the best 
financial pages in this country! 


a years ago Sophie was a decorative 
item in the late Mr. Ziegfeld’s produc- 
tions. A god-given shape and honey- 
colored hair were Sophie’s no small 
assets. But even her best friends ad- 
mitted that Sophie was innocent of any 
activity north of the ears. To fill in the 
few hours between waking and walking 
on, Sophie often luxuriated in the pink 
pages of the late afternoon edition of the 
New York Evening Nadir. 

But one morning at a party in some- 
body’s penthouse, Sophie met young 


The Outcast mn. 
and the Sup 


Gerald Gollifer III; and before many 
more mornings had passed, Sophie had 
walked off the stage forever as the first 


Mrs. Gerald Gollifer III. Gerald had 
money, in trust. He still has it. And often 
since in the rotogravures you have seen 
Sophie’s svelte riding habits at Aiken, 
and large portions of Sophie’s snowy 
epidermis at Palm Beach, Cannes and 
the opening night at the Metropolitan. 

Just what, children, is Sophie’s favor- 
ite newspaper today? Right! and Gerald 
likes the Nadir, too! 


Pisin advertising budgets, scantier 
schedules, and stiffer competition among 
space sellers is apparently opening 
another silly season in circulation claim- 
ing. Many seemingly sensible repre- 
sentatives are making senseless assertions 
as to the “quality” of their paper’s 
readers. Newspapers that anybody can 
buy and lots of people like to read are 
soberly presented as reservoirs of excep- 
tional buying power, with Bradstreet 
ratings far in excess of other newspapers 
that anybody can buy and lots of people 
like to read. 

So it is proper and timely to reiterate 
what every space buyer out of swaddling 
clothes already knows—that 

Circulation is VERTICAL, not Hort- 
ZONTAL! 

The circulation of any newspaper 
comes from all income classes, is not 
confined to any one. People prefer papers 
for various reasons, of which income is 


not one. Newspaper reading is a matter 
of taste and habit only, and not income. 
Consequently, all metropolitan papers 
have audiences of average 
economic worth, deter- 
mined by the populations 
that they serve. Newspapers 
may vary in influence or in 
advertising effectiveness; but 
audiences, per capita and per 
thousand, per page and per 
day, per locality—are all par! 
Andany advertiser who buys 
certain papers with the idea 
that he is selecting preferred 
audiences—is kidding himself! 


I. New York City there is one 
newspaper that interests more 
people than any other newspaper pub- 
lished on thiscontinent. Newscirculation 
comprises two-thirds of New York City 
families; and that two-thirds includes 
more people with money, more prospects 
for everything—than any other news- 
paper. in this market. It includes more 
society women and more scrubwomen, 
more millionaires and more mail truck 
drivers. Its audience is no better, but 
not a bit worse, than any other news- 
paper in New York. 

The News is a great advertising 
medium, however, for two reasons:— 
because it delivers advertising more 
effectively on its high-visibility small 
pages, makes advertising more seen and 
more read and more used. And because 
it delivers a huge audience at a very 
much lower cost! It is the one newspaper 
that alone covers the New York market. 


9 yALITY 

. ox 
ESI 
If your advertising is in The News, 
you have the assurance that you are 
getting the extreme utmost in space 
value for the money you spend. If your 
advertising isn’t in The News, you need 


to know more about The News! May 
we tell you more? 


OTrLEBOTTLE 
erlative Sopuir 2 


@ This chart represents the distri- 
bution of family incomes in New 
York City and approzrimately / \ 
the distribution of family in- / UNDER s2,000  \ 
comes in any large city. 


@ This chart represents the im- 
pression of their circulations that 
some publications like to con- 
vey to advertisers. 


@ This represents the average dis- 
tribution of circulation of all 
newspapers. You can’l confine 
circulation to income classes ! 


TH EK N EWS. New York’s Picture Newspaper 


Tribune Tower, Chicago + Kohl Building, San Francisco + 220 EAST FORTY-SECOND STREET, NEW YORK 
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New Deal for Trade Associations 


The amazing legislative program 
now being pushed through to comple- 
tion at Washington will affect busi- 
ness and business men in countless 
ways, particularly if the full powers 
created under the farm act and the 
new industrial recovery bill are ac- 
tually utilized. 

Some sage observers believe that 
the effect on advertising may be un- 
favorable, because of the reduction 
in the pressure of competitive effort 
which will result from the co-opera- 
tive industry program established in 
each field. Advertising has been em- 
ployed primarily as a weapon in com- 
petitive struggles, in which each ad- 
vertiser hopes to increase his share 
of the market. With trade agree- 
ments limiting production made pos- 
sible, and in fact intended under the 
new law, to what extent will competi- 
tive selling and advertising efforts be 
affected? That is a question which it 
may require time and experience to 
answer. 

One obvious and highly important 
phase of the situation is the new and 
powerful position provided in the in- 
dustrial picture for the trade asso- 
ciation. The control of industry will 
be established through voluntary as- 
sociations in each field, but since 
membership will presumably be nec- 
essary in order to obtain a license 
to operate, each organization will 
represent 100 per cent of the manu- 
facturers in its line. 

Even if competition among indi- 
vidual manufacturers in the same 
field is reduced in intensity, as has 
been suggested, the battle for the con- 
sumer’s dollar will continue unremit- 
tingly, with industry ranged against 


industry. Consequently favorable 
presentation of the products of each 
group to the public will continue to 
be recognized as a primary necessity. 

For a good many years prior to 
1929 the volume of co-operative ad- 
vertising, carried on through trade 
associations, was a big factor. It 
served a useful purpose in providing 
a fine background for individual 
effort. Many if not most of those 
campaigns have been discontinued 
during the past few years, partly be- 
cause of generally depressed condi- 
tions, and partly because mem- 
bers of the associations felt that 
they were carrying the burden 
for the whole industry and that 
non-members profited equally with 
them in the benefits of the advertis- 
ing. 

Under the new deal the trade as- 
sociation, representing the whole in- 
dustry, should have something of 
prime importance to say to the pub- 
lic and should be able to say it with 
a minimum of the disadvantages of 
the former campaigns. The associa- 
tion will be able to outline both the 
program of the industry, involving 
policy matters and the current op- 
portunities afforded in the use of its 
products. This advertising should 
not interfere with individual adver- 
tising, but should make each manu- 
facturer’s campaign more effective. 

Considering the apparently impreg- 
nable position established for the 
trade association during the next two 
years, the period during which the 
industrial recovery act will be in 
effect, some new and important op- 
portunities for successful co-operative 
advertising may be created. 


Deferred Payments for Capital Goods 


The sale of capital goods has been 
harder hit by the depression than 
most other lines, because of the dif- 
ficulty of financing their purchases. 
It has been next to impossible to 
market new industrial securities and 
consequently improvements in indus- 
trial plants and structures have had 
to be financed out of earnings or capi- 
tal reserve. That has meant a shrink- 
age in buying of this type of product 
to an extent that has worked havoc 
among manufacturers supplying the 
capital goods requirements of in- 
dustry. 

For some reason which has never 
been fully explained, sales of pro- 
ducts of this type on deferred pay- 
ments have never been popular. Even 
though the installation of automatic 
sprinklers in business buildings has 
been financed for years out of sav- 
ings in insurance premiums, the ex- 
tension of an obviously sound idea to 
other products has been slow. The 
depression has intensified the need 


for general extension of the deferred- 
payment system. 

In the past year plans have been 
developed successfully for the sale of 
heavy machinery and other capital 
goods in this way, the initiative hav- 
ing been taken, significantly enough, 
by manufacturers whose use of the 
deferred-payment plan in the sale of 
general consumer goods had accus- 
tomed them to the idea. A group of 
manufacturers of power equipment 
has been notably successful in putting 
new and improved power generating 
plants into use without the payment 
of a dollar of capital by the user, 
and with a plan for retirement of the 
obligation, with all charges paid, 
within a five-year period. 

The logical extension of this plan 
into other fields where savings can 
be estimated with sufficient accuracy 
to enable a plan of amortization of 
the capital required to be worked out 
will do much to revive the capital 
goods industries with the least pos- 
sible loss of time. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 504. New York State Market. 
An exceptionally complete volume 
published by Outdoor Advertising As- 
sociation of New York, which gives 
market data, traffic circulation and 
outdoor advertising data for the 
state. A profusion of maps aid 
greatly in giving a clear picture of 
the entire field. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 471. How Much for “Point of 


Purchase’? 

A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 475. From Van-Dweller to Com- 
muter. 

Humorously, but none the less 
pointedly, House Beautiful presents 
in this brochure a comparison of the 
city dweller who lives mostly in a 
moving van and the solid, substantial 
suburbanite whose major care is for 
his home, and who is therefore a par- 
ticularly good prospect for numerous 
commodities which have little if any 
appeal to the apartment dweller. 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ’em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de 
partmentalized”” make-up of the pub- 
lication. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 


Women’s Group. 


COMBINING BUSINESS WITH PLEASURE 
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Secretary—"Here you are, Chief. 


—Boot and Shoe Recorder 


Our latest sales chart oughta 
take your mind off the sea." 


: Voice of the Aduattion 
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Display Features Other 
Manufacturers’ Products 
To the Editor: The enclosed illus- 
tration of a display card which is just 
being delivered to us and announced 
to hardware dealers and sporting 
goods stores where fishing tackle is 
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"FLASHLIGHTS 
and BATTERIES 


sold along with Burgess batteries 
and flashlights is arousing consider- 
able comment from those who have 
seen it. 

It is, I believe, the first time that 
a display of its kind has ever been 
produced, where a full line of equip- 
ment has been displayed which is not 
manufactured by the company who 
produced the card and who is dis- 
tributing it to dealers without charge. 

This card is full of color, the center 
panel being done in oil by H. Foster 
in very fine style and lithographed by 
Stemar Displays Company of Chi- 
cago. 

GLEN A. GUNDERSON, 
Burgess Battery Company, Freeport, 
Tll. 
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Handerson Believes 


Young Conclusion Fair 

To the Editor: I have read over 
the article digesting the report made 
by James W. Young on the subject 
of agency compensation, and, judging 
from the reputation which Mr. Young 
has, and my own experience not only 
in agency work but as advertising di- 
rector of this company, it would seem 
to me that he has arrived at a fair 
conclusion. 

Of course, this is only a tentative 
reaction from the resume which you 
published and I would like to with- 
hold any final comment until I have 
had the opportunity of studying the 
complete report. 


PuHiLip C. HANDERSON, 
Director of Advertising and Pub- 


licity, B. F. Goodrich Rubber Com- 
pany, Akron, O. 
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A Bouquet for 


Cantor’s Broadcasts 

To the Editor: From the stand- 
point of a radio listener I think that 
the letter from Chet Crank on page 4 
of your May 27 issue is all wrong. 


Mr. Crank, in his letter, states that 


Eddie Cantor’s radio broadcasts were 
disappointing to the air audience. 

This is the opposite of my own and 
friends’ experience. We listened to 
Eddie Cantor every Sunday night and 
enjoyed it more than any other pro. 
gram that we listened to. Everybody 
that we knew turned to the Eddie 
Cantor program. I have even known 
bridge games to be stopped for the 
Cantor program. 

I, personally, have never appreci- 
ated the loss of jokes and other parts 
of a program through the laughter of 
those in the studio. Maybe I am 
wrong. 

Very truly yours, 


RALPH MILLER, 


Advertising Manager, The Oklahoma 
Farmer-Stockman, Oklahoma City, 
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Myths and Moths 


To the Editor: The May 27 issue of 
ADVERTISING AGE has: 

“June Bride is largely a myth, Gor. 
ham decides.” 

Then there is something to that 
story claiming that a myth is a fe 
male moth. 

A. THoMAS MARTIN, 
Chicago. 
v v v 


Urges Sampling of 
All Brewers’ Products 


To the Editor: In view of the un 
usual amount of interest which ad 
vertising men generally are showing 
in beer advertising—and the com 
ment upon what is being done and 
what is being left undone—we 
thought you might care to see the er 
closed proofs of the first two adver 
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ANation_ 
SITS IN JUDGEMENT 


© PRODUCT Ameri and clothing. Today they are fading owt 

can people was widely about beer. How many brands have yew 
critically jadged than beer is tried since April 7? 

being judged today From 


‘We urge you to try them sll-eo you mey 
be satished your choice is right. 


We of tee Bergholl Brewing Corpors- 
‘moe have made an imeeresting oberrve 
tion. It ise"t so much that production is 
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tisements in a campaign which seems 

to us to be somewhat different. 
The tone of the advertisement, “A 
Nation Sits in Judgment,” with its 
frank suggestion that the public 
“sample” all the brews is in sharp 
contrast to some of the copy now 

appearing. 

IRWIN S. DoLK, 
Secretary-treasurer, 
& Co., South Bend, Ind. 
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ADVERTISING AGE 


FREE TRIAL OF 
MATTRESS HELPS 
SIMMONS SALES 


Chicago, June 1.—Faced with the 
problem of securing action for a prod- 
uct which does not lend itself to “push- 
ing,” and on which a standard resale 
price has been established, thus elim- 
inating the opportunity to feature 
pargain sales, the Simmons Company 
has developed a plan of cooperation 
with dealers which has proven un- 
usually successful in stimulating 
sales for Beautyrest mattresses. 


The basis of the plan is the offer 
being made by Simmons dealers to 
give customers a 30-night free trial 
of a Beautyrest mattress, with the 
d-finite understanding that if the 
mattress is returned after that 
period, it will be destroyed. 

While the Simmons Company pro- 
vides its dealers with a standard 
allowance for advertising, based on 
volume of purchases, the company’s 
only direct contribution to the free 
trial plan, which has been used by 
between 1,200 and 1,500 dealers, and 
has been featured as a special event 
by some 150 large department and 
furniture stores, is a guarantee to 
absorb the cost of all mattresses 
which may be returned, and the sup- 
plying of newspaper mats and special 
point-of-purchase material featuring 
the offer. 


Very Few Returned 


The offer was first made last sum- 
mer with some fear that an impres- 
sive number of mattresses, having 
served the temporary function of 
affording sleeping conveniences for 
visiting relatives and others, would 
be returned and would have to be 
destroyed. Actual operation of the 
plan over a period of nine or ten 
months has proved this fear ground- 
less, however. Abraham & Straus, 
Brooklyn department store, which 
was among the first to try out the 
plan, delivered 515 mattresses in one 
month last year on free trial and 
had not a single return. During the 
entire operation of the plan the Sim- 
mons office has been required to 
replace only two mattresses which 
were returned after the trial period. 

In line with the current drive of 
Simmons national advertising, ap- 
pearing in Good Housekeeping, Mc- 
Call’s, Ladies’ Home Journal, and 
Saturday Evening Post, which aims 
at securing a share of the beauty 
market for mattresses, newspaper 
copy furnished for use in promoting 
the special offer features the impor- 
tance of comfortable sleep as an aid 
to beauty. Illustrated with the fa- 
Miliar pictures of two girls, one 
tired, the other radiant, which are 
appearing in national copy, typical 
hewspaper copy supplied dealers 
says: 

“Try a Beautyrest in your own 
home for 30 nights at our risk! 

“Now you, too, can make this 
beauty test in your own home for 
30 nights at our risk. We’re inviting 
you to select a Beautyrest in a lovely 
pastel damask cover, and we'll de- 
liver it to your home at once. We’re 
sure that you’ll never want to part 
with it once you’ve enjoyed this rest- 
ful sleep. But if we’re mistaken, and 
you’re not completely satisfied, you 
May return it and the mattress will 
be destroyed.” 


Adopt Comic Rate 


Rocky Mountain News, Denver; 
Press, Evansville, Ind.; Times, Buf- 
falo, N. Y.; Times-Press, Akron, 0O.; 
Press, Pittsburgh, Pa., and News- 
Sentinel, Knoxville, Tenn., have an- 
hounced a rate of 50 per cent above 
the black and white agate line rate 
for less than 52 consecutive inser- 
tions of a strip across the bottom of 
the Sunday comic page, printed in 
black only. For 52 insertions, the 
Tate is 3314 above the black and 
White rate. 


Gets Polish Account 


The Los Angeles office of Emil 
Brisacher and staff has been named 
to handle advertising of Omega Shoe 
Polish Company. A California news- 
Paper campaign has been launched. 


Blatz Gets Carload 
of Glow-Lite Displays 

A carload shipment of Glow-lite 
displays has just been made to Blatz 
Brewing Company, Milwaukee, by 
Neon Products, Inc., Lima, O., the 
manufacturer. 

The display is an imitation Neon 
sign of unusual color and brilliance 
and is being widely used for dealer 
a as a window or counter 
unit. 


Has New Washer 


Altorfer Bros. Company, Peoria, 
IIL, is introducing a new ABC washer 
model with patented fingertip con- 
trol, which lists at $100. The com- 
pany points to the splendid reception 
accorded this model as proof that 
higher priced and higher quality 
washing machines can be sold at the 
present time. 


Rosson Takes New Post 


Herbert L. Rosson, who formerly 
conducted his own advertising agency, 
has joined Smith & Drum, Inc., Los 
Angeles agency, as field executive. 


A. I. B. Plans 
To Take Look 
At Advertising 


Chicago, June 1.—The American 
Institute of Banking will devote two 
sessions of its 3lst annual convention 
in Chicago June 12-16 to business 
development and advertising. It is 
believed these conferences will do 
much to help crystallize bank senti- 
ment on advertising. 

Both of the advertising sessions 
will be held as luncheons, the 
first on Tuesday, June 13, the sec- 
ond on Thursday. The program has 
been developed by Walter B. French, 
vice-president of the Trust Company 
of New Jersey, Jersey City. 

H. A. Lyon, president of the Fi- 
nancial Advertisers Association, and 
advertising manager of the Bankers 
Trust Company, New York, will head- 
line the Tuesday luncheon-meeting, 


speaking on “Public Relations.” 
Robin E. Doan, Denver National 
Bank and W. H. Neal, Wachovia 


Bank & Trust Company, Winston- 
Salem, N. Car., will be the other 
speakers. 

Ralph L. Watters, Lincoln Bank & 
Trust Company, Louisville, Ky., will 
discuss newspaper advertising at the 
Thursday meeting. He will be fol- 
lowed by A. R. Gruenwald, Marshall 
& Ilsley Bank, Milwaukee, and Gran- 
ville B. Jacobs, director of sales edu- 
cation for banks. 


Has New Ventilator 


A new automobile body ventilating 
system, which will be sold directly 
to automobile dealers for use in pri- 
vately owned cars, is being intro- 
duced by Houdaille Hershey Corpo- 
ration, Detroit. 


Acquires Sunshine 


General Motors Corporation, 
through its Delco subsidiary, has ac- 
quired the Sunshine Electric Manu- 
facturing Company. 


Buehler Called Guilty 
by Jury of Advertisers 


Paul Buehler, retiring president of 
Columbus, O., Advertising Club, was 
found “guilty as hell” of causing the 
depression, so far as Columbus is 
concerned, with its decline in adver- 
tising lineage, reduction in salaries 
and loss of jobs, by a jury composed 
of past presidents of the club at the 
last meeting of the season, held this 
week. 

In spite of the serious charges, he 
was elected a member of the Past 
Presidents’ Club. 

The following were elected trustees 
of the Advertising Club: Irene 
Berger, Joel M. Burghalter, Kenneth 
Dameron, Charles T. Hardin, J. E. 
Humphreys, Gansey R. Johnston, Jr., 
Leo M. Kreber and Harold R. Lee. 


Appoints Bourne 


Advertising of C. O. Bartlett & 
Snow Company, Cleveland, machin- 
ery designer and builder, has been 
placed with Henry T. Bourne agency, 
Cleveland. Trade papers will be 
used. 


six points: 


There ts a M apMan 


Proposing to Light the Streets of 


London... .. with SMOKE 


‘T.. “madman” was a Britisher named 
William Murdoch. He had learned the obscure 
process of making gas from coal. He proposed using 
gas to light the streets of London. 

The “madman” scoff was written by the same 
hand that gave us Quentin Durward, Rob Roy and 
the Black Dwarf... Sir Walter Scott... But by an 
older Scott, flushed with worldly success, intolerant 
of any order post-dating that success. 

Napoleon, too, laughed at Murdoch’s “crazy 
notion.” But it was the Napoleon of Moscow, not 
the young artillery officer of Toulon or Lodi. 

The German press condemned street lighting on 


[1] THEOoLocIcaL—As blasphemous, since God 
divided the light from the darkness. 


[2] Jup1ctat—People should not be compelled 
to pay for gas they do not want. 


[3] Mepicac—The emanations of the night 
were injurious to health and people would 
stay out late and catch cold. 


[4] Morat—The fear of darkness would van- 
ish and crime would increase. 


[5] Por1ce—The street lights would frighten 
horses and embolden thieves. 


[6] Economicat—Great sums would have to 
be sent to foreign countries for coal. 


Every progressive step in the history of Civiliza- 
tion has been opposed by the older minds—matured 


in an earlier era. 


And supported by the younger minds—their 
viewpoint of current needs unhindered by tradition. 

Every period has seen the struggle between these 
old conservatives and young liberals. 

The greatest assurance that a troubled world can 
feel today is that, sooner or later, in spite of Scotts 


or Bonapartes or German press, the liberal wins his 


victory. 


As the broadest-dimensioned voice of this young, 
liberal viewpoint in America, Liberty magazine is 
conscious of a definite responsibility in the shaping 
of American thought, feelings and daily activity. 


WOODBRIDGE RILEY, Px.D. 
POUGHKEEPSIE, N. Y. 


Professor of Philosophy, Vassar College 


Proressor RILEY writes TO LiBERTY: 


“A uiperat periodical with a forward 
looking program is much needed in the 


country.” 


Mr. Hatt writes To Liserty: 


BOLTON HALL, LL.B. 


NEW YORK CITY 


Treasurer and Founder American Longshore- 
men’s Union, also New York Tax Reform 
Association. Author: Money-Making in Free 
America; Three Acres and Liberty; A Little 
Land and a Living; The Garden Yard; What 
Tolstoy Taught; The New Thrift. 


“A LIBERAL journal is now more than ever needed and I 
think that yours is well fitted both by prestige, facilities 
and high moral intent to fill the want.” 


Hon. M. M. LOGAN 


U. S. SENATOR FROM KENTUCKY 


Chairman 
Committee on Mines and Mining 


Senator LoGan writes TO LIBERTY: 


“2 READ Liberty quite frequently, purely as a disinter- 
ested observer. The articles which have appeared from 
time to time since you took over this magazine have 
been thought inspiring and conducive to progressive 
thinking. You are the leader in liberal thought in America 
at this time. Undoubtedly there is a place today for such 
a magazine as Liberty. An aroused liberal thinking ele- 
ment in the Nation will change the current of govern- 
mental affairs and lead to great improvement in govern- 
mental matters. I think that you are doing a great work.” 
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June 3, 1933 


BOND BOYS GIVE 
COPYWRITERS A 
POTENT RAZZING 


New York, June 1.—Advertising 
men joined in the applause which 
greeted the annual appearance of 
“The Bawl Street Journal” at the out- 
ing of the Bond Club of New York 
last week-end. 

Those whose contributions were ac- 
cepted for the 10-page, burlesque 
newspaper, set in the format of the 
Wall Street Journal, are eligible for 
19 cash prizes, ranging from $25 to 
$100 each. Until the awards are de- 
cided by a committee of famous hu- 
morists, the contributors will remain 
anonymous. 

Many of the authors of the bur- 
lesque advertisements are connected 
with the advertisers they lampoon, 
but Wm. Esty & Co., Reynolds 
agency, denies that any member of 
the staff is responsible for the Camel 
advertisement, which occupied the 
biggest space in the paper. 

The agency suspects a newspaper 
employe, as a standard Camel plate 
was utilized in setting up the adver- 
tisement, but Mr. Esty said the cul- 
prit’s talents at satire had so amused 
the staff that a full pardon was await- 
ing him there. 


“It’s fun to be fooled . . . and ain’t 
Life Funny!” headlined the adver- 
tisement, which used the illustrations 
and theme of the sawing-a-woman-in- 
half advertisement. The copy con- 
tinued: 


The Royal Razzberries 


“Sucker, whether you’re smoking 
Camels or smoking your old bank 
stocks, you’re a goner if you lose 
your funny bone. Because how we 
love to crack it! And you’re meat 
for us boys who write the Camel ‘ads’ 
and the bond circulars. 

“We get you groggy with our skill- 
ful blending . . . just three priceless 
ingredients, Hooey, Phooey and 


Blooey! And tobacco from contented 
Camels. 

“It’s a fact, well known to suckers, 
that Camels sometimes contain TO- 
BACCO and that pigs sometimes 
FLY. 

“Try Camels. Why the Hell not? 
All the rest of your dough has gone 


up in smoke! No tricks . . just 
the old Hey Hey!” 
An advertisement for Packard, 


“Ask the man who owes on one,” 
used the illustration from the cur- 
rent advertisement on the best-then- 
best-now theme, but argued that the 
1903 can be kept in preference to 
buying a 1933 model, claiming the 
following as some of the advantages 
of the old car: 

The hood didn’t resemble a peevish 
porpoise about to bite the seat out of 
your pants and was low enough so 
that you could see the road without 
climbing up on the roof; the horn 
emitted a nice, round razzberry, and 
not the first two bars of the West- 
minster chimes; the plumbing was 
all in sight and when it busted you 
knew it yourself and did not have to 
have the trouble located by ten spe- 
cialists; 


A Real Rumble Seat 


The starter was a front crank 
which took a Sandow to spin, thereby 
protecting the car from theft; and the 
rumble was not a leather bath-tub but 
a precarious perch held on by two 
bolts, and your gal’s mother preferred 
leaving her daughter’s safety to 
Providence and Presbyterianism to 
going along and jeopardizing her 
own. ° 

General Motors, or its volunteer 
agent, made a dignified announce- 
ment to the effect that its 1934 pro- 
duction of the Cadillac V-Sixteen 
would be limited to repairing left 
hind fenders. 

The copy of financial district tai- 
lors, concocted with both serious and 
comical intentions, did the best job 
for any one classification. 

James W. Bell & Co. offered to ex- 
tend credit, “even to those old clients 
whom we are now suing.” 

Brooks Brothers’ advertisement for 
“Harras Tweed” stated this material 
was so named in memory of a young 
man called Tweed, who died of ex- 
haustion in their original store dur- 
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Typography that 


if 


Sets Up an Ideal 


Per eer 


That is virtually what each member of this 
association is doing. Constantly informed and 
studiously watching the type trend in every 
mode of advertising, he will give to your type 
work the benefit of every new tool and usage 
developed in the advertising craft. Why not 
address the nearest member below and discuss 
your typographical problems with him today? 


Akron, Ohio 
Akron Typesetting Company 


Boston, Massachusetts 
The Berkeley Press 
The Wood-Clarke Press 


Chicago, Illinois 
Bertsch & Cooper 
J. M. Bundscho, Inc. 
Faithorn Corporation 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats-Inc. 
Dallas, Texas 
Jaggers-Chiles-Stovall, Inc. 
Stellmacher & Clark, Inc. 


Denver, Colorado 

The A. B. Hirschfeld Press 
Detroit, Michigan 

Fred C. Morneau 

George Willens & Co. 


Indi. Rte Funct 


The Typographic Service 


New York, N. Y. 
Ad Service Company 
Frost Brothers 
David Gildea & Co., Inc. 
Heller-Edwards Typography, Inc. 
Huxley House 
Independent Typesetting Co., Inc. 
National Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Service Co., 

"3 N y. Inc. 

Kurt H. Volk, Inc. 
Woodrow Press, Inc. 


Pittsburgh, Pennsylvania 
Edwin H. Stuart, Inc. 

Philadelphia, Pennsylvania 
Kurt H. Volk, Inc. 


Toronto, Ontario 
Swan Service 


Advertising Typographers 
_of America 


National Headquarters: 
461 EIGHTH AVE., NEW YORK 


FEATURED IN "BAWL STREET JOURNAL" 


Underwood @ Underevod 


Be the Life of the Party! 


I used to be backward and retiring. I was afraid 
to ask for advancement so I always had to be content 
with an assistant’s job—in the Navy—while my 
Cousins took the big plays. But I’m no longer retir- 
ing. It’s the mortgage men and the bankers and the 
postmasters who are retiring. 


I never got invited out. I thought maybe I had 
that dreadful “B. 0.” (bonds outstanding). But I 
fixed that in a hurry. I ignored it. 


People snickered when I sat down at the executive 
bench, but as I began to run my nimble fingers non- 
chalantly over Congress there were amated stares, 
and the guests lookd at each otker out of the corners 
of their eyes. There were gasps as I played the intri- 
cate measures off “Bankers Away!” the prelude to 
“Holidays Are Here Again.” I didn’t wait for an 
encore but swept right on into the sentimental strains 
of “Bring Back My Wandering Brew Tonight.” 


At last things were coming my way. Congress was 
weeping. With tears in its eyes it swept itself right 
off its feet. If it hadn't, I would have, for I-was in no 
patronaging mood. 

I continued to run my fingers over those Congres- 
sional “Ivaries”’ and heard someone whisper that old, 


old favorite, “My Bonds They Lie Over The Ocean.” 
I knew that deep in the hearts of many there was a 
call for it. With superb technique I struck a chord 
or two of “Under The Double Eagle”, but I fooled 
with that only a moment, sweeping into “Silver Shreds 
Instead of Gold”. 


You should have heard the ah’s and oh’s that one 
bought, and they kept right on as I played “London 
Dollar's Falling Down”. Then, in Huey Long's 
honor, I rendered “The Washington Pest March”. I 
wound up with that famous old Farm Board Ballad, 
“Little Old Loan In The West” which brought its 
share of applesauce,—er—I mean, applause. 


I am certainly stepping high, wide and handsome 
these days. No more mooning around by myself. I 
just can’t fill all my engagements. Of course, I don't 
expect to make a hit every time I come tb bat, but I 
should worry, I GET TO BAT ALL THE TIME! 


Who's responsible for this change in me? You'd 
like to improve yourself, too? Well, just clip the gold 
coupon and mail it, under no obligations, (always 
avoid gold coupon obligations) to 

INTERNATIONAL COMPLICATIONS SCHOOL 
SCRAMBLE, PA. 


0 Bank Holidays 
O Reforestation 


D0 Negr Beer 


GOLD COUPON 
(IRREDEEMABLE) 
Please send me your free booklet on the following subjects in which I have no interest, or principal: 


© Dictating (not to stenog) 


1) Forsaking Gold Standard 
O Controlling Congress 


One of the advertisements in the "Bawl Street Journal," burlesque 
publication of the Bond Club of New York, which created much 
amusement. 


ing the seventeenth alteration of his 
golf suit. 

Under the aristocratic Wetzel crest 
and signature appeared the jingle, 
“Suits by Wetzel, Beer and a Pretzel, 
Whoopee!” Rogers Peet featured 
potted suits, sprayed with Scotch Mist 
(right off a boat). 

A. G. Spaulding offered to take 1929 
Mercedes or Rolls Royces in trade on 
roller skates, one of the good points 
claimed for them being the rubber 
wheels “for a quiet approach while 
soliciting—guaranteed not to wake 
the customer.” 


The bond men for whom the paper 
was edited were said to have had 
their best laughs from the cards and 
reminder advertisements inserted 
by fictitious and real financial houses. 
Following are examples of copy treat- 
ment in this classification: 


“We hesitate to recommend U. S. 
Treasury Certificates, but we can’t be 
wrong all the time.” 


“You'll never get caught playing in 
May wheat. It’s higher than the 
farmer’s head.” 


“Our market letter sees nothing, 
knows nothing, tells all.” 

“Investments and rail bonds.” 

“Just say bonds. We’ll know what 
you mean.” 

“Investment counsel depends for its 
effectiveness on maturity of judgment 
and conservatism. For 32 years this 
organization has talked to investors 
before they started talking to them- 
selves.” 

“Whatever you do, don’t get moody! 
The investments we recommended 
now have the added protection of fed- 
eral and state courts. Talk to us and 
then talk to the receiver.” 


Makers of Gas 
Ranges Plan to 
Control Prices 


Chicago, June 2.—Another indica- 
tion of the manner in which industry 
is reacting to the federal industrial 
recovery act was given here yester- 
day when 97 companies, members of 
the gas range manufacturing division 
of American Gas Association met and 
took the first steps toward formula- 
tion of a program which will meet 
with government approval. 

A committee of eleven, under the 
chairmanship of W. F. Roberts, presi- 
dent, Standard Gas Equipment Corpo- 
ration, New York, has been organized 
to formulate detailed plans for coop- 
eration within the industry. 

Those attending the meeting 
pointed out that the average price of 
gas ranges is now $37.51, whereas in 
order to operate on a profitable basis 
the price must be raised to between 
$47.50 and $50. 


$50,000 Secured 


Californians, Inc., community ad- 
vertising organization of San Fran- 
cisco and northern California, an- 
nounced this week that more than 
$50,000 has already been subscribed 
to its advertising fund. The goal is 
$150,000. 


Warnesson Names Root 


Prof. J. Warnesson Company, the- 
atrical makeup, has placed its ac- 
count with Root Advertising Agency, 
Chicago. 


a 


David Town of 
Hearst Group 


Taken by Death 


New York, May 31.—David Edwarg 
Town, chairman of the executiy 
committee of the Hearst corporation 
and chairman of the board of Inter. 
national Magazine Company, died 
his home here May 27 after a shor 
illness. He was 62 years old. 

Mr. Town also held the position of 
president of Watab Paper Company, 
Sartell, Minn., and had been a qj. 
rector of the Associated Press fron 
1915 to 1922. 

He joined the Hearst organization 
in 1924 as a member of the execy§ 
tive committee and quickly advancej 
to a position giving him general gy. 
pervision of all Hearst newspaper 
and magazines. 

Prior to his connection with the 
Hearst group, Mr. Town was a proni. 
nent figure in newspaper circles for 
many years, having been connectej 
with the Shaffer group of newspaper 
for about 20 years. 

He started his newspaper career ip 
Chicago in 1900, becoming business 
manager of Chicago Evening Post 
three years later. In 1914 he was 
named general manager of the 
Shaffer papers, which at that time 
included Chicago Evening Post, 
Rocky Mountain News, Denver 
Times, Louisville Herald, Indianap 
olis Star, Muncie Star and Terre 
Haute Star. 

Mr. Town is survived by his widow, 
two daughters and three sisters. 


Muansey and Dell 
Fight Historic 
Diamond Battle 


New York, June 1.—The baseball 
team of the Munsey Publishing Com. 
pany won a victory over its old rival 
aggregation from the Dell Publishing 
Company in a clash at the Poli 
Grounds last Saturday afternoon. Th 
play was spirited and the teams were 
more evenly matched than the score 
of 19 to 5 indicated. 

Home runs by Jimmy Stanton and 
Bob Ferris of the Munsey nine anda 
sacrifice hit by George T. Delacorte, 
Jr., publisher of the Dell magazines, 
featured the exciting contest. 

The only mishap to mar the occa 
sion was suffered by Ralph EB. Bing 
ham, a representative of the Dell pub 
lications, whose wrist was fractured 
as he slid into third after hitting 4 
triple. 

After the game, the two teams and 
their supporters joined in a round of 
other sporting events and a picnit 
lunch. 

The athletes of the two organiza 
tions have authorized ADVERTISING 
AGE to publish their challenges to any 
baseball or tennis team formed from 
the personnel of one publishing house, 
agency or advertising department. 

Russell Buckhout will make ar 
rangements for Munsey and Abril La 
marque is the manager of the Dell} 
team. 


Cleveland to Have 
New Weekly Tabloid| 


Weekly News, a tabloid newspaper, 
will make its appearance in Cleve 
land in the near future. Weekly 
News, Inc., was formed by former 
employes of The Bystander. 

W. R. Ferrell is business manager, 
Felix F. Bruner, formerly of the 
Youngstown Telegram, being another 
executive. 


Texans Form Agency 


Barron Advertising Agency has 
been formed at 514 South Texas 
Bank Bldg., San Antonio, by W. H. 
Barron, Jr., formerly advertising} 
manager of Wolff and Marx Com: 
pany, San Antonio, and E. J. Tinet 


Sackett Entertains 


Members of the Advertistng Clu) 
of Los Angeles were guests 0° 
George Sackett, manager of Warne 
Brothers Downtown Theater, at #4 
private preshowing of the lates! 
George Arliss picture, “The Workin 
Man,” last week. 
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LOW BIRTH RATE 
INDICATES DROP 
IN POPULATION 


Washington, D. C., May 31.—The 
present birth rate in the United 
States has not only fallen to a new 
low record—less than 18 per thou- 
sand of population in 1932—but it 
has decreased to the point where it 
is too low to maintain the population 
at its present level, according to pre- 
liminary statistics covering a major- 
ity of the states which have been 
gathered by the Bureau of the 
Census. 

The birth rate in 1915, when the 
Bureau first began making annual 
reports, was 25.1 per thousand of 
population, and the rate has dropped 
almost 25 per cent in the past ten 
years, while the death rate has re- 
mained practically unchanged. The 
1932 figure of less than 18 represents 
a drop of approximately four per 
cent from the 1931 figure. 

The number of children born annu- 
ally has decreased almost 500,000 
during the period, and population in 
the country would be on the decline 
at the present time were it not for 
the large existing proportion of per- 
sons in the younger age groups, due 
to the higher birth rates of 20 to 25 
years ago. This group is mainly re- 
sponsible for the present annual in- 
crease of about 800,000. 


Cities Hit Hardest 


The decline in the birth rate is 
most noticeable in cities, according 
to Willard C. Smith, assistant statis- 
tician in the division of vital sta- 
tistics, who reports that there is now 
a deficit of approximately 25 per cent 
in the number of births needed to 
maintain a _ stationary population 
without additions from outside, com- 
pared with the condition existing 10 
years ago when the city birth rate 
was sufficient to maintain the popu- 
lation at the existing level. 

In cities of under 100,000, the 
deficit amounts to from 10 to 15 per 
cent, Mr. Smith reports, while in 
rural nonfarm areas there is a sur- 
plus of 25 per cent, and among the 
farm population there is a surplus of 
50 per cent. 

One of the most important effects 
of the declining birth rate has been 
the increase in the proportion of 
older persons in the population. For 
instance, the number of those over 
65 years old is reported to have in- 
creased 34 per cent between 1920 and 
1930. 

Widespread effects upon industry 
may be anticipated from these fig- 
ures, Mr. Smith believes, not only 
with relation to the size of the mar- 
ket. but also with reference to the 
composition of that market, figured 
by age groups. 


Oklahoma Press Group 
Asks Vote on New Taxes 


Resolutions requesting a _ referen- 
dum on the sales, income and cigaret 
tax bills and on legalization of 3.2 
per cent beer were adopted at the 
meeting of Oklahoma Press Associa- 
tion at Clinton, May 26-27. 

James C. Nance, Walters Herald, 
was elected president of the associ- 
ation, succeeding L. M. Nichols, Bris- 
tow Record, who becomes a member 
of the executive committee. Other 
officers are N. G. Henthorne, Tulsa 
World, first vice-president; G. W. 
Archibald, Durant Democrat, second 
vice-president; P. B. Vandement, Yu- 
kon, third vice-president; Fred Tar- 
man, Norman Transcript, treasurer; 
and Ray Dyer, secretary. 


Releases Catsup Copy 


The San Francisco office of Emil 
Brisacher and Staff is releasing a 
series of half-pages in two colors to 
leading dailies in the Pacific coast 
states for California Conserving Com- 
pany, maker of California Home 
Brand catsup and pickles. 


Celebrates Birthday 


Observing the 60th anniversary of 
the South Bend Daily Tribune, the 
Sunday Tribune of May 28 carried a 
Special section reproducing the first 
daily issue, dated May 28, 1873. 


Dollar Steamship 


Re-Enters Magazines 


Advertising of Dollar Steamship 
Lines, San Francisco, which has 
been confined to small newspaper 
space for some time, will soon re- 
turn to magazines, while continuing 
its newspaper copy. 

The company’s advertising appro- 
priation is said to have been in- 
creased 40 per cent over last year’s 
total. Lord & Thomas, San Fran- 
cisco, are in charge. 


License Outdoor 

After June 1 all outdoor advertis- 
ing, except on the premises where 
the business advertised is conducted, 
will be subject to license fees of $1 
for each sign, with a maximum tax 
of $50. A tag furnished by the com- 
missioner of revenue must be at- 
tached to each sign. 


Prune Growers to Start 


A trade journal schedule for United 
Prune Growers of California will get 
under way in August, to be followed 
by extensive consumer advertising 
beginning in September, Norton W. 
Mogge, advertising manager, has an- 
nounced. The appropriation is ap- 
proximately $400,000. Lord & Thomas, 
San Francisco, are in charge. 


Campaign for Root Beer 


Thompson & Taylor Company, Chi- 
cago, has released a newspaper cam- 
paign for root beer. Mason Warner 
Company, Chicago, is the agency. 


To Close Saturdays 


Dorrance, Sullivan & Co., New 
York, has announced that it will 
close its offices on Saturdays through- 
out June, July and August. 


Prohibits Dental Copy 


The Connecticut legislature has 
passed a bill which prohibits adver- 
tising by dentists. The bill specific- 
ally bars the use of display signs on 
which appear representations of 
teeth, bridgework, or any part of 
the human head. 


Donilon Is Honored 


Charles E. Donilon, chief crier of 
the Town Criers of Rhode Island, 
Providence, has been named presi- 
dent of New England Credit Grant- 
ors. 


Reduces Rates 


Electricity on the Farm, New York, 
has announced a reduction in adver- 
tising rates, effective with the July 
issue. The reduction is for a limited 


George D. Olds to 
Join Continental Oil 


George D. Olds, Jr., has been ap- 
pointed assistant to the president of 
Continental Oil Company, Ponca City, 
Okla., and will be chairman of the 
company’s advertising and manufac- 
turing and sales committees. He will 
make his headquarters in New York. 

Mr. Olds was for 12 years sales 
manager of Hills Brothers Company, 
and is a past president of Associated 
Grocery Manufacturers of America. 


Chalmer Mutchner Dead 


Chalmer T. Mutchner, for six years 
publicity director of Frigidaire Cor- 
poration, Dayton, O., died recently at 
Tuscon, Ariz., where he had gone 
two months ago in an effort to re- 
gain his health. He was 44 years 
old. 


FOCTAGON | 


TOILET SOAP | 


medium— 


DIVERSIFIED 


Greater Louisville and its 
rich, diversified market, 
KENTUCKIANA,can be 
effectively reached at one 
low cost through a single 


INDUSTRIES | 


time only. 


LOUISVILLE 


Soap.... 


BECAUSE of its advantageous location as a dis- 

tribution center, the Colgate - Palmolive - Peet 
Company has chosen Clarksville, Indiana, just 
across the river from Louisville, as the site of one of 
their giant plants. Here they manufacture Palm- 
olive Soap, Octagon laundry and toilet soaps and 
Super Suds. 


This is one of the important plants located in 
Greater Louisville which contribute to the economic 


stability of this section. Because of its central 


location and many other advantages, Louisville 
has come to be one of the important manufactur- 
ing centers of the Middle West. 


Louisville serves one of the largest territories in 
this section of the country as a distribution center, 
a rich and responsive market that can be reached 
and sold at a single low cost through— | 


THE COURIER-JOURNAL 


THE LOUISVILLE TIMES 


7} 


ds ds 


Major Market Newspapers, Inc. 


oie Audit Bureau of Circulations 
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FRIGIDAIRE AIDS 
RETAILERS WITH 
CONSUMER COPY 


Commercial and Household 
Campaigns Linked 


Dayton, O., June 1.—Convinced 
that there is a community of inter- 
ests between the housewife who finds 
electric refrigeration invaluable in 
her home, and the food retailer who 
uses it in his shop, Frigidaire Cor- 
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Typical neswpaper copy which is 
being used “ Frigidaire Corpora- 
tion to gain public acceptance 
for food retailers who have in- 
stalled Frigidaire commercial units. 


poration has launched a new adver- 
tising and merchandising drive in 
which promotion of its household 
and commercial units is intimately 
linked. This is a radical departure 
from the 17-year-old policy of com- 
pletely segregating the merchandis- 
ing of the two types of refrigeration. 

Pointing out that there are be- 
tween four and five million homes 
equipped with electric refrigeration 
and that many more families are sold 
on the need for properly preserving 
foods, the company is telling dealers 
that “the very fact that these people 
have invested and are investing their 
money in a means of preserving food 
is ample evidence of their interest 
and concern in the way food is kept 
—not only in the home—but in the 
store as well.” 

Because housewives realize that 
food must be properly refrigerated 
before it reaches the home, the com- 
pany asserts that it has “every rea- 
son to believe that the housewife is 
vitally concerned in the care of the 
food in the store from which she pur- 
chases, and as a matter of fact, looks 
upon that store as the most impor- 
tant link in the entire chain of dis- 
tribution of food from the producer 
to the consumer. 


Will Aid Dealers 


“We have, therefore, concluded to 
lend the advantage we have in the 
name Frigidaire and in the manner 
that it is looked upon by the general 
public to the user of Frigidaire com- 
mercial equipment in a way that will 
react to the direct benefit of every 
retail store equipped with Frigidaire 
and place them in a position to cap- 
italize this fact with the public.” 

As the first step in this program 
designed to increase patronage for 
Frigidaire-equipped stores, a series of 
four-color pages has been launched in 
the Saturday Evening Post which 
features the theme that “200,000 mer- 
chants have installed Frigidaire for 
your protection,” and similar copy is 
appearing in metropolitan dailies 
over the signature of local distribu- 
tors. 

All of the copy prominently fea- 
tures an attractive full-color decal- 
comania transfer carrying the Frigi- 


tected Foods,” which is being sup- 
plied to all stores equipped with com- 
mercial units, tying them up directly 
with the advertising. 

In addition, all magazine and 
newspaper copy on the company’s 
household models carries a reproduc- 
tion of the shield, with a brief expla- 
nation of its significance; and new 
purchasers of commercial equipment 
may take advantage of free distribu- 
tion of dodgers, as well as complete 
window displays and store displays 
which are provided by the company. 


Adopts Positive Theme 


Coincidentally with the appearance 
of consumer advertising designed to 
create a favorable public reaction for 
the Frigidaire equipped store, the 
theme of trade publication copy di- 
rected to dealers has been changed 
from cutting costs, which has been 
featured for many years, to the more 
positive angle of increasing sales. 
Typical copy, appearing in such 
publications as Chain Store Age, Pro- 
gressive Grocer, Meat Merchandising, 
Hotel Management, Hotel Bulletin, 
and American Restaurant asks: 

“Do you know why you lost that 
customer? 

“She used to be one of your very 
best customers. But she hasn’t been 
in your store for months. Why? Why 
did she suddenly take her trade to 
another store? 
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Decalcomania transfer which Frig- 

idaire Corporation is supplying to 

food andien who have installed 
commercial Frigidaire units. 


“Perhaps we can give you the 
answer. Would you like to have it? 

“Would you like to know about a 
new plan that will help you hold 
your present customers and attract 
new trade? Would you like to know 
how you can increase your average 
sale and build up volume? Would 


you like to know how you can bring 
expenses down to the point demanded 
by today’s conditions? 

“To all these problems Frigidaire 
now offers a timely solution. For 
Frigidaire has developed a complete 
business building plan for you—a 
plan that will help you make more 
money in 1933.” 

H. W. Newell, vice-president in 
charge of sales, is in charge of the 
campaign, which is being handled by 
the Geyer Company, New York and 
Dayton. 


Coal Marketing Agency 
Is Ready to Operate 


Northern Coals, Inc., new market- 
ing agency for producers of Ohio and 
the West Virginia panhandle district, 
is ready to operate, Harry L. Findlay, 
vice-president, Youghiogheny & Ohio 
Coal Company, Cleveland, and chair- 
man of the organization committee, 
has announced. 

Stock in the organization has all 
been subscribed to by the member 
firms, who constitute 75 per cent of 
the tonnage producers in the area. 
Election of officers will be held 
shortly. 


Gets Foreign Account 
General Electric, S. A., Rio de 
Janeiro, Brazil, manufacturer of 
electric lamps, has placed its account 
with N. W. Ayer & Son, Inc. 


Indiana Outdoor 
Group Elects Belj 


W. Rex Bell, Terre Haute, wa 
elected president of Outdoor Adve. 
tising Association of Indiana at th 
annual meeting in Indianapolis 
Other officers named are Frank Duy. 
gan, Ft. Wayne, first vice-president, 
Charles M. Bryan, Indianapolis, ge¢, 
ond vice-president, and Harry g 
Rogers, Indianapolis, secretary. 

Directors are L. F. Cargill, Michj. 
gan City; Roy Feltus, Bloomington: 
J. E. Haywood, Shelbyville; Marviy 
S. Hufford, Frankfort; James O’Dop. 
nell, Logansport; Marion J. Rice 
Evansville; W. O. Tarkington, Ko 
komo, and H. G. Thomas, Anderson, 


Plays Aerial Golf 


George Willins, president, George 
Willins & Co., Detroit, startled Aq 
craft Club of Detroit golfers lag 
week when he landed his plane op 
the course at Birmingham Golf Cly) 
while the season’s first tournament 
was in progress, disembarked an 
proceeded to play the first hole. 


New Cleveland Weekly 


The first issue of Cleveland, 
Weekly News, new tabloid, made its 
appearance this week. Charles T, 
Henderson, editor, Paul Packard, 
managing editor, and W. R. Ferrell, 
business manager. Offices are at 216) 
Payne Ave. 


daire shield and the words, “Pro- 


NEWS! America’ 


EINSON-FREEMAN 


Another great “scoop” by the originators of the ‘‘Jig- 
Saw” craze! A premium or “give-away” novelty of 
proved selling power, and with tremendous appeal to 
young and old, at half the cost of ‘‘Jig-Saw” puzzles or 


It's the ‘‘Par-T-Mask” (patent applied for) 

@ originated and created by Einson-Freeman 

e backed by a national publicity campaign 

e ‘“plussed’’ by a complete merchandising plan 


@ ALL Leading Motion Picture Companies 
(for Screen and Stage Stars) 


and based on exclusive contracts with 


@ ALL Leading Newspaper Syndicates 
(for Comic Strip Characters) 


and the Leading Personalities of Radio—Sports— 


STARS & 


Sky-R 
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ADVERTISING AGE 


“Sky-Ride” Is 
Advertised as 
Safe Amusement 


Chicago, June 1.—Five manufac- 
turers, well known in the industrial 
advertising field, have combined to 
advertise, in a modest way, the 
merits of a jointly owned machine, 
the Sky-Ride, one of the features of 
A Century of Progress, now open to 
the public. 

The companies put their individual 
and collective reputations back of the 
Sky-Ride in a circular issued for dis- 
tribution at the fair. Visitors who 
are awed at the dire possibilities 
learn that the Sky-Ride was con- 
structed by the Inland Steel Com- 
pany, Otis Elevator Company, John 
A. Roebling’s Sons Company, Missis- 
sippi Valley Structural Steel Com- 
pany and Great Lakes Dredge and 
Dock Company. 

Each carries an advertisement in 
the folder, emphasizing the safety 
feature. 

“The Sky-Ride is built of Inland 
Structural Steel and the stairways 
are made safe for holiday feet with 
Inland 4-way floor plate,” says one. 

And another: “When it comes to 
making steel wire rope of exception- 


ally great strength and stamina, such 
as required for Sky-Ride, ordinary 
materials won’t do. Skill of the 
highest order is called for. That’s 
why Roebling has done the work.” 

Sky-Ride, described as “the su- 
preme thrill of A Century of Pfog- 
ress,” is built around two towers, 
each 628 feet high. Four states are 
visible from this elevation. Many of 
those attending the fair are unaccus 
tomed to journeying at such heights 
and the advertising is designed to 
assure them that they are risking no 
closer approach to heaven than the 
figure indicated. 


No Free Tickets 


In a story in the May 27 issue of 
ADVERTISING AGE it was reported that 
Household Finance Company, Chi- 
cago, had made arrangements to give 
away a number of admission tickets 
to A Century of Progress through its 
branch offices. This was an error. 
The company is offering tickets for 
its broadcasts of the Household Hour 
each Tuesday from the world’s fair 
studio, but is not giving admission 
tickets to the fair. 


Moves Offices 


Review of Reviews Corporation, 
publisher of Review of Reviews and 
Golden Book, has moved from 55 
Fifth Ave. to 229-233 Fourth Ave., 
New York. 


HEADS L. A. CLUB 


Clarence A. Lyman 


Los Angeles, May 29.—Clarence A. 
Lyman, advertising manager, Secur- 
ity-First National Bank of Los An- 
geles, was elected president of Adver- 
tising Club of Los Angeles at the 
apnual meeting. Other officers are: 

First vice-president, William G. 


Scholts, Scholts Advertising Service; 
second vice-president, Earl Hicks, Los 
Angeles Times-Mirror Company; sec- 
retary-treasurer, Raymond I. Ten- 
nant, advertising manager, California 
Bank. 

Directors named are E. J. Murphy, 
Dictaphone Sales Corporation; Wal- 
ter D. Thurber, Southern Counties 
Corporation; and Douglas Buckler, 
Southern California Gas Company. 


Niessen Named to Head 
Industrial Advertisers 


L. P. Niessen, Cutler-Hammer, Inc., 
was elected president of Milwaukee 
Association of Industrial Advertisers 
at the annual meeting, succeeding 
F. O. Wyse, Bucyrus-Erie Company. 
Other officers are J. O. Ferch, Har- 
nischfeger Corporation, vice-presi- 
dent, and Earl E. Lashway, Allis- 
Chalmers Manufacturing Company, 
secretary-treasurer. 

New directors are E. J. Goes, Na- 
tional Equipment Company, and A. J. 
Andrews, Bucyrus-Erie Company. 


Form Pagano-Wilbar 


Pagano-Wilbar, Inc., has been 
formed at 360 W. 31st St., New York, 
for the production of natural color 
photography in print form. Officers 
are William Fisher, president; Louis 
A. Wildman, vice-president; Walter 
J. Williams, secretary; and Bert D. 
Pagano, treasurer. 
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Millions Already Sold! 


The nationwide acceptance of 


Einson-Freeman ‘‘Par-T- 


Masks” is already assured because several millions have 
been purchased for distribution by such leading adver- 


tisers as— 


Listerine 

Wrigley 

Socony-Vacuum 
(Standard Oil) 


Westinghouse 
Procter & Gamble 
Ralston Purina 
Ovaltine 


Northern Paper Mills, etc. 


@ Get In On This New Craze! 


But don't forget that a sound merchandising plan is 


essential to its success. 


Einson-Freeman has been perfecting a novel and un- 
usual plan for months—at a cost of tens of thousands 
of dollars. That's why it has been adopted by this 
country's business leaders—that's why it will WORK! 


CELEBRITY MASKS 


JOAN 
BLOG 


Foincen 
ROGERS 


Write, wire or ‘phone for details AT ONCE! 


YomBuy 


/ 


/ 
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New Craze NEWS! 


‘PAR -T- MASKS 


PATENT , 
APPLIED 
FOR 
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DODGE STARTS 
NEW DRIVE ON 
TRUCK MARKET 


Detroit, Mich., June 1.—With sepa- 
rate announcements of its three basic 
commercial models—half-ton com- 
mercial car, 14%4-ton truck and 2-ton 
truck—virtually completed, Dodge 
Brothers Corporation this month will 
launch an aggressive newspaper, 
magazine, trade publication and di- 
rect mail campaign that will present 
the three models together. 

In keeping with the company’s 1933 
policy of building its promotion plans 
around the daily press, metropoli- 
tan newspapers will carry consistent 
copy of the localized type, with deal- 
ers and distributors prominently 
mentioned in the “where-to-buy-it” 
manner. 

Described as “unquestionably the 
most impressive looking trucks that 
have ever rolled down a highway,” 
copy will claim that “for brute 
strength, sheer power and stamina, 
these new Dodge trucks have never 
been equaled... not even by 
Dodge.” 

Many Trade Papers 


The time-honored story of “Dodge 
Dependability” that had its inception 
in earliest Dodge advertising when 
this firm was owned by its founder 
brothers, will be stressed by pointing 
out that over 63 per cent of all Dodge 
trucks built during the past 15 years 
are in service today. 

A wide list of vocational papers 
will supplement the basic newspaper 
drive, including Baker’s Weekly, Na- 
tional Cleaner & Dyer, Milk Dealer, 
Dry Goods Merchant's Trade Journal, 
Engineering News Record and Pro- 
gressive Grocer. The truck mainte- 
nance market will be sought with 
Motor Truck News, Commercial Car 
Journal and Power Wagon. 

National magazines, starting with 
the June 19 issue of Time and the 
June 24 number of Saturday Evening 
Post, will carry copy of a more gen- 
eral type. In addition, dealers will 
wage vigorous direct mail campaigns 
to truck users in their territories. 

The Detroit office of Ruthrauff & 
Ryan is in charge. 


Indianapolis Club 
Re-Elects Bryan 


Charles M. Bryan, manager of the 
local office of General Outdoor Ad- 
vertising Company, was re-elected 
president of Indianapolis Advertising 
Club at the annual meeting. Other 
officers re-elected are Leroy Breunig, 
H. L. Doherty Company, treasurer; 
Roland Schmedel, Indianapolis News, 
secretary. 

Frank T. Carroll, business man- 
ager, Indianapolis News, was named 
vice-president, and Dennis Sweeney, 
secretary of Indianapolis Typothetae, 
was named sergeant-at-arms. Direc- 
tors elected are Hal Keeling, Sidener, 
Van Riper and Keeling; Car] Patter- 
son, Indianapolis Engraving Com- 
pany; Roy Blossom, Indianapolis 
Power & Light Company; and Hal 
Benham, Benham & Munday and 
Floyd Hassler, Smith, Hassler & 
Sturm, holdover directors. 


White Star Launches 
Drive for New Gas 


A 45-day newspaper drive, supple- 
mented by a heavy outdoor schedule, 
covering Michigan and adjoining sec- 
tions of Ohio, Indiana and Ontario, 
has been launched by White Star Re- 
fining Company to introduce Mobil- 
gas to the territory. 

Full pages in newspapers and an 
impressive showing of 24-sheet post- 
ers play up “climactic control,” a fea- 
ture of the gasoline. Batten, Bar- 
ton, Durstine & Osborn, Inc., is in 
charge. 


Joins H. C. Sherman 


Robert S. Huffnagle, for eight 
years with Excelsior Printing Com- 
pany, has joined H. C. Sherman & 
Co., Chicago printers, as vice-presi- 
dent. 


Publisher Is Dead 


Edward J. Thomas, 63, publisher 
of the Norwalk, Conn., Hour, evening 
daily, died May 24. 
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ADVERTISING AGE 


ENJOIN SALES 
OF ‘ARRODENT 


New York, June 2.—A preliminary 
injunction has been granted the Io- 
dent Chemical Company in the fed- 
eral court for the eastern district of 
New York, restraining Carlton Labo- 
ratories from the further manufac- 
ture and sale of Arrodent tooth paste. 

The court granted the injunction 
on the grounds that the rights of the 
Iodent Company had been infringed 
because the name Arrodent may be 
confused with Iodent, and because 
the company had adopted a _ blue 
and white tube and package similar 
in general character to those used by 
Iodent No. 2 tooth paste. In addi- 
tion, both tube and carton for Arro- 
dent feature the numeral “2,” which 
appears on the Iodent tube and car- 
ton, in prominent position. 

Immediately following issuance of 
the court order, Iodent advised drug- 
gists of its intention to prevent all 
retail sales of Arrodent. In a formal 
statement the company advised deal- 
ers that it was giving them the op- 
portunity of returning to Carlton 
Laboratories any stocks of Arrodent 
which might be on hand, and thus 
proving that they had no intention of 


deliberately infringing upon the 


rights of the Iodent Company. 
Will Prosecute 


“During the investigations which 
were conducted by the Iodent Com- 
pany prior to the filing of the suit, it 
found many cases in which dealers 
seemed to thoroughly understand 
that they could pass off the merchan- 
dise upon the public who wanted the 
genuine product of the Iodent Com- 
pany,” the statement said. “In every 
ease where the Iodent Company is 
convinced that it is the intent of the 
dealer to pass off the merchandise 
complained of to the public, it is the 
intention of the Iodent Company to 
file the necessary suit or suits. 

“The duty of all manufacturers of 
well-known trade marked and adver- 
tised products to stop the vicious 
practice of unfair competition, is be- 
coming more and more clear every 
day. In many cases the infringing 
manufacturers have no_ scientific 
knowledge of the chemical or sani- 
tary problems involved, and the in- 
fringer produces a product which 
does not compare with the genuine 
product.” 


Has New Auto Radio 


Grigsby-Grunow Company, Chicago, 
has announced that it is starting 
large scale production on a new auto 
radio, known as model 66 in the Ma- 
jestic line. 


Detroit Women Offer 


Transportation to A.F.A. 


Women’s Advertising Club of De- 
troit has extended an invitation to all 
women’s advertising clubs to stop off 
in Detroit, Sunday, June 25, have 
breakfast at the Book Cadillac Ho- 
tel, and procved to the annual meet- 
ing of Advertising Federation of 
America at Grand Rapids in com- 
pany with the Detroit delegation, in 
new La Salle cars. 

Ruth F. Crane, station WJR, is in 
charge of arrangements. 


Kinzer Heads Association 


P. G. Kinzer, vice-president, Carna- 
tion Milk Company, has been elected 
president of Evaporated Milk Asso- 
ciation, succeeding Lowell Wilson, 
resigned. Mr. Kinzer, who formerly 
made his headquarters in Seattle, is 
now in Milwaukee. 


Has Copy Contest 


Junior Advertising Club of St. 
Louis is sponsoring a copywriting 
contest among its members. A single 
illustration is used by all entrants, 
and copy must stress the advantages 
of St. Louis as a commercial and in- 
dustrial center. Valuable prizes have 
been donated for the winners. 


Makes New Register 


Burroughs Adding Machine Com- 
pany, Detroit, has begun production 
of a new cash register which is said 
to embody many new features. 


In the first five 
months of 1933, 
Advertising Age 
carried 30 per 
cent more adver- 
tising than in the 


corresponding 
period of 1932. 


CANADIAN 


BIDS FOR VISITORS TO TORONTO 


NATIONAL | 
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1933 Canadian National Exposition poster which was designed by 
the French artist, Jules Laget, of Toronto. 


Refuses to Stop 


Use of Portrait 


The Oklahoma County district 
court of Oklahoma City has ruled 
that it has no jurisdiction in a suit 
brought by Louis Halsell, son of a 
pioneer wholesale grocer, to enjoin 
Collins-Dietz-Morris Wholesale Gro- 
cery Company, which recently ab- 
sorbed Williamson - Halsell - Frazier 
Wholesale Grocery Company, from 
using a portrait of him made in boy- 
hood as a trade mark for certain 
goods. 

Mr. Halsell contended that use of 
the picture, showing him attired in a 
cowboy suit, was an invasion of pri- 
vacy and damaging to his social and 
business standing. 


United Fruit Company 
Aims to Outwit Sun 


Because the bleaching effect of sun 
on posters depicting fresh fruits in 
store windows destroys the original 
color and gives the picture a faded 
look, Major H. L. Harris of United 
Fruit Company has deliberately or- 
dered the color of the fruit in cur- 
rent banana posters to be run two 
shades darker than the natural yel- 
low color. 

The rays of the sun, after a single 
day’s exposure, mellow this down to 
the desired tone. 


Detroit Treasurer 
Has Unique Tax Plan 


Newspapers and movies which as- 
sist in an advertising campaign to 
speed up tax collections would be 
credited with payments on their own 
taxes, according to a plan suggested 
by the city treasurer of Detroit and 
tentatively approved by the common 
council. 

Approximately $30,000 would be al- 
located to such a drive. 


New Refrigeration Paper 


Refrigeration Service Engineer, a 
monthly, has been launched by Nick- 
erson & Collins Company, Chicago, 
publisher of other journals serving 
the refrigeration industry. 


Gets Curtis Account 


The account of Saturday Evening 
Post has been placed with Batten, 
Barton, Durstine & Osborn, Inc. 


Indianapolis 
To Be Host to 
N.E.A. Members 


Indianapolis, Ind., June 1.—Discus- 
sions of newspaper advertising prob- 
lems will be given a prominent place 
in the program of National Editorial 
Association, which will meet here 
June 5-8, the convention program just 
released by Walter Crim, Salem, Ind, 
chairman of the convention commit: 
tee, indicates. 

One of the featured talks of the 
meeting will be that of Merle Side 
ner, of Sidener, Van Riper and Keel: 
ing, local agency, who will talk on 
“Truth in Advertising,” at the open 
ing session of the meeting. 

Other interesting papers will in 
clude “The Press and Its Relation to 
Radio,” by E. H. Harris, Richmond, 
Ind., Palladium-Item, and chairman 
of the radio committee of Americal 
Newspaper Publishers Association; 
“A Reader Interest Story for Our Ad 
vertisers,”’ by Charles L. Allen, de 
partment of journalism, University 
of Illinois; and “Newspaper Typog: 
raphy,” by Douglas C. MecMurtrie, 
Ludlow Typograph Company, Chi 
cago. 

Following the formal meeting in 
Indianapolis, the publishers and edi: 
tors will be taken on a 1,000 mile 
tour of Indiana, which will end in 
Chicago June 13, after which they 
will visit A Century of Progress. 


No Souvenirs 


Under new rulings of the Rhode 
Island alcoholic beverage commis 
sion, souvenirs and novelties may not 
be given away in connection with the 
sale or delivery of any beverage in 
any retail store. 


Push Strawberries 


Central California Berry Grower 
Association, San Francisco, has 
launched a newspaper campaign t0 
promote the sale of locally grow? 
strawberries. Emil Brisacher and 
Staff is the agency. 
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DRUG INSTITUTE 
FORMED TO END 
PRICE - CUTTING 


Seeks to Enroll Highest and 
Lowest 


New York, June 1.—With the pri- 
mary motive of eliminating unfair 
competition as expressed by demoral- 
izing price-cutting, the Drug Institute 
of America, Inc., has been formed 
here. Manufacturers took the lead 
in creating the new organization, but 
every branch of the industry, down 
to the humblest retail clerk, will be 
represented. Membership will be in 
the name of individuals, and not cor- 
porations. 

Wheeler Sammons, former presi- 
dent of the A. W. Shaw Company 
and vice-president of the McGraw- 
Hill Publishing Company, has been 
named temporary managing director. 
It is believed the appointment will 
be made permanent in the near fu- 
ture. 

Every drug interest is represented 
on the board of directors. Manufac- 
turers will be spoken for by North- 
am Warren, president, Northam War- 
ren, Inc., New York; Ross Treseder, 
vice-president, Coca-Cola Company, 
Atlanta, Ga.; J. T. Woodside, presi- 
dent, The Western Company, Chi- 
cago; and others equally prominent. 

The scope of the new organization 
is also indicated by the presence on 
the board of C. R. Walgreen, head 
of the Walgreen Company, Chicago, 
representing chains; and others as 
well known in their respective fields 
to represent independents, service 
wholesalers, mutual and other whole- 
salers, etc. 


Gives Aims of Group 


By levying annual dues ranging 
from $20 a year for active members 
down to $2 a year for retail drug 
salesmen, the Drug Institute of 
America expects to raise a war chest 
of $500,000 or more. 

The certificate of incorporation 
gives the aim of the Drug Institute 
of America as “to afford a means of 
communication between individuals 
engaged in one or more branches of 
the drug industry and others affili- 
ated therewith.” 

A spokesman described other ob- 
jectives as follows: 

“1. The maintenance of a high 
standard of products. 

“2. Control of output to prevent 
over-production. 

“3. Maintenance of fair profits and 
fair wages. 

“4. Elimination of unfair competi- 
tion. 

“5. Elimination of price demoral- 
ization. 

“6. The protection of the public 
in purchasing drug products.” 

Just how these ends will be se- 
cured is not known. The personnel 
of the board of directors and the en- 
thusiasm displayed by the rank and 
file indicate, however, that at least 
some of the leaks in drug-store mer- 
chandising will be plugged. 


Price-Cutting Discussed 


Price-cutting has long been ram- 
pant in the drug field—more so than 
in any other. While manufacturers 
could refuse to sell known price-cut- 
ters and some did so, the majority 
felt that such a policy, rigidly en- 
forced, would cripple their distribu- 
tion facilities, and that some less 
drastic remedy should be developed. 

This led to a meeting of 53 men in 
the Biltmore Hotel, New York, at 
which complete plans for the new 
organization were worked out. 

In addition to those named, Carl 
Weeks, president, The Armand Com- 
Pany, Des Moines, Ia., is treasurer, 
and William E. Weiss, vice-president 
and general manager of Drug, Inc., 
New York, is chairman of the execu- 
tive committee. This is composed 
of nine men. 

In a supplementary statement, the 
Drug Institute said it stands for can- 
dor, openness and honesty in the 


manufacture, purchase, sale, adver- 
tising and handling of products with- 
in the drug field. It added: 

“The Institute intends to promote 
in manufacturing and in wholesale 
and retail distribution, conditions 
conducive of commercial ethics in ev- 
ery respect as high as the profes- 
sional ethics it puts forward for the 
industry.” 


To Issue Giveaway 


A cooperative advertising give- 
away, similar to a “shoppers’ guide,” 
is being sponsored by 16 large St. 
Louis retailers. It will be tried out 
as a weekly for five or six weeks, re- 
sults from the test governing future 
action. 


Roto Group to Meet 


The annual meeting of Rotogravure 
Advertising Association will be held 


Junis Cream 
Of Pepsodent 
In Air Debut 


Chicago, June 1—Amos ’n’ Andy 
and the Goldbergs, who thus far have 
had the job of selling Pepsodent 
toothpaste and antiseptic, have been 
given the added burden of forming 
an opening wedge for Pepsodent 
Junis Facial Cream. 


Introduced Gracefully 

The new cream, selling for fifty 
cents in tubes or $1 in jars, is now 
getting mention on both daily pro- 
grams. The attempt is to introduce 
the new product gracefully without 
allowing sales of either of the others 
to suffer. 


said Junis face cream is an excellent 
after-shaving application. 

Reporter: “Are you planning to 
feature this use?” 

Mr. Roberts: “We usually learn to 
walk before we try the hundred-yard 
dash. We’ll talk to the ladies for the 


present.” 

Reporter: “How does the price of 
Junis compare with other face 
creams?” 

Mr. Roberts: “You tell us. I’ve 


only compared it with 150 other simi- 
lar products, and haven’t got the an- 
swer yet.” 


Buffalo Women Elect 


Irene L. Hummell was elected 
president of Buffalo League of Ad- 
vertising Women at the annual meet- 
ing. Other officers are Gertrude M. 
Moesch, vice-president; Mrs. Walter 
B. Bogue, corresponding secretary; 


Kelly Joins Brewery 


William A. Kelly, who has been in 
the outdoor advertising business for 
more than 20 years, has left General 
Outdoor Advertising Company, Louis- 
ville, Ky., to become director of ad- 
vertising for Falls City Ice & Bever- 
age Company, Louisville. 


Mordaunt Heads Printers 

E. J. Mordaunt, vice-president, C. 
J. O’Brien, Inc., was elected presi- 
dent of the Printers League Section 
of New York Employing Printers As- 
sociation at the recent annual meet- 
ing. L. R. Watkins, Newcomb Print- 
ing Company, was named vice-presi- 
dent, and M. L. Griswold, Printing 
Crafts Press, was elected treasurer. 
F. A. Silcox is secretary. 


Heads Louisville Club 


Jerome S. Will, advertising direc- 
tor, Kaufman Straus Company, has 
been elected president of Advertising 


at Hotel Commodore, New York,| Harlow P. Roberts, advertising| Marie L. MacIntire, recording secre-| Club of Louisville, succeeding H. L. 
June 19-20. manager of the Pepsodent Company, | tary; Anna M. Mandel, treasurer. Battin, Sears, Roebuck & Co. 
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SEE MORE COPY, 
HIGHER PRICES 
FOR CIGARETTES 


New York, June 1.—A rumor that 
the Big Four cigarette manufacturers, 
having successfully stemmed the on- 
slaught of cheaper, unadvertised cig- 
arettes, are moving to restore the 
price level which prevailed the first 
of the year has been given substance 
by the fact that all have recently in- 
creased their advertising expendi- 
tures or appear to be making prepa- 
rations to do so. 

Twenty stations were added to Old 
Gold’s hookup last week. Approxi- 
mately 80 stations on the Columbia 
circuit, the biggest station coverage 
being used by any one advertiser, are 
now carrying this regular, half-hour 
weekly program featuring Fred War- 
ing’s Pennsylvanians. 

Contradicting the opinion freely 
expressed a short time ago that the 
advertising of the Big Four would 
soon reach the vanishing point if 
present prices remained in effect, the 
American Tobacco Company released 
a new campaign on Lucky Strike cig- 


arettes this week, the second this 
year and, like the preceding one, of 
standard proportions. 

As usual, no announcement was 
made as to the duration of the cam- 
paign, but if the company’s rigid pol- 
icy is followed, it will extend through 
at least ten weeks. Insertions range 
from 640 to 1,000 lines, with the larg- 
est copy going to the largest newspa- 
pers. About 1,650 papers are on the 
schedule. 


Abandon Mass Appeal? 


George Washington Hill’s latest 
surprise is to abandon the obvious 
mass appeal employed in Lucky Strike 
advertising for so long for trad- 
ing-up copy. The new series will util- 
ize photographs of nameless but very 
refined and very beautiful young 
women, who will declare the appreci- 
ation of Luckies is not limited to men 
and discuss the merits of this cigar- 
ette in terms of purity and feminine 
daintiness. 

It is believed this type of copy will 
appear in magazines soon, as the 
agency, Lord & Thomas, is shopping 
in the quality and slick paper groups. 


Elected Directors 


Lawrence Houghteling, formerly 
treasurer of Chicago Daily News, and 
Robert Walshaw, business manager, 
Chicago Daily Times, have been 
elected to the board of directors of 
Daily Times Publishing Company. 


Chain Selling 


Is on Way Out 


An investigation by the Better 
Business Bureau of New York City 
reveals that the endless chain method 
of selling merchandise is fast dis- 
appearing, following action taken in 
several instances by the Post Office 
Department. 

The difficulty of making sales after 
the press had informed the public of 
the uneconomic character of such en- 
terprises had already reduced these 
businesses to the vanishing point, the 
Bureau states. 


Harry Keller Named 
Des Moines Club Head 


Harry D. Keller was elected presi- 
dent of Des Moines, Ia., Advertising 
Club at the annual meeting, Larry 
Fenlon was named vice-president, 
and Roy Maricle, secretary-treas- 
urer. 

Board members are Ford Stewart, 
publicity; Norris F. Crosby, house; 
Paul D. Patterson, membership, and 
A. L. Sarcone, vigilance. Ed Mce- 
Clenahan, retiring president, auto- 
matically becomes advisory member 
of the board. 


Cobb Serves Government 


Cully A. Cobb, vice-president and 
editor of the Progressive Farmer and 
Southern Ruralist, Atlanta, Ga., has 
been named Cotton Production Ad- 
ministrator of the Agricultural Ad- 
justment Administration. 


ake another look at the bait! 


O. to 
“GRAND 
RAPIDS 


JUNE 25-29,1933 


Bait for bigger sales successes 


Three long lean years have wearied many anglers in the business 
fish-pond. When cast after cast produces scarcely more than a nibble 
you can hardly blame the average salesman for feeling more than 
a little discouraged. He tries for his sale, so certain of failure that he 
hardly even dares to ask for an order. His salesmanager doesn't 
really expect him to get it. And the sense of defeat goes all the way 
back to the manufacturer himself. 


At such a time the shrewder fisherman examines his bait. 


Advertising may be compared, without offense, to the bait used in 
fishing. It is the display, the lure to attract the attention of the con- 
sumer. It should be designed to arouse his interest, cause desire and 
even to secure action. These are the most elementary principles of 

' the subject. 

But changing times and conditions bring new sales and advertis- 

ing problems. The prospective consumer today should be interested 


more in price trends than prices. He has already been disillusioned 
by inferior goods sold at cut rates. He is weary of wearing worn-out 
clothes. He is tired of trying to get along with obsolete articles. 


If one perceives even the faintest sign of increasing business activ- 


ity in the history-making events of the past few months, if one grants 
that economic recovery must eventually come, it is time to take stock 
of sales and advertising efforts, and to key them to present-day 
conditions. 


That is why the Advertising Federation of America has chosen for 


its coming convention, the timely topic “ 


Changing World”. 


29th 


ertising's Job in a 


steel 4 saauiliins of the A.F.A. 


Keyed to a theme vital to every business man, a theme intimately connected with 
processes of Business Recovery, this Convention merits your attendance if you have 
any interest in sales problems or advertising. Non-members are cordially invited to 
attend. Details from your local Advertising Club, or write to A.F.A. Headquarters 
for program. Henry T. Ewald is chairman of the program committee. 


ADVERTISING 


FEDERATION 


OF AMERICA 


330 West 42nd Street, New York, N. Y. 


BIG STORES 10 
SET LIMIT FOR 
RETAIL LINEAGE 


Hahn Outlines Platform to 
N. RD. G. A, 


Chicago, June 1.—Under the new 
platform dictated to the National Re- 
tail Dry Goods Association at its 
midyear conference this week by its 
president, Lew Hahn, Hahn Depart- 
ment Stores, New York, members in 
each city will agree to limit their ad- 
vertising expenditures to a minimum 
to be established by mutual agree- 
ment. 


Other suggestions by Mr. Hahn as 
to how the N. R. D. G. A. could con- 
form to the mandate of the new ad- 
ministration at Washington, as ex- 
pressed in the industrial recovery bill 
were: 

Elimination of dishonesty in adver- 
tising statements; a firm stand on 
the subject of general underselling 
claims; retailers locally to make 
minimum price agreements, and to 
agree upon closing hours and dates 
of seasonal openings and clearances; 
establishing the sanctity of all orders; 
adherence to established terms and 
discounts; conditions under which 
goods may be returned; prohibition 
against convict-made merchandise 
and sweat-shop labor. 

Finally, Mr. Hahn’s platform con- 
cedes the right of department store 
employes to collective bargaining, 
this being one of the features 
stressed by the powers at Washing- 
ton. 


Expect Endorsement 


This general pattern was to be en- 
dorsed in principle by the resolutions 
committee before the ending of the 
meeting Friday, although, as Mr. 
Hahn pointed out, actual preparation 
of the association’s code would take 
weeks or months. 

All of this, Mr. Hahn pointed out, 
is in cordial conformance with the in- 
dustrial recovery bill, which provides 
that in each industry, competing 
companies shall get together as a 
group or trade association and pre- 
pare a code of fair competition. When 
approved by the President of the 
United States, this code becomes the 
active law of that trade. 

“The plan is to drive individual 
concerns into these trade associa- 
tions, and then to delegate unusual 
power and responsibility to these or- 
ganizations,” explained Mr. Hahn. 

“The price-cutter will now be the 
common enemy of all. I confess that 
I have always been puzzled over the 
strange anomaly that in business as 
we have known it, the great premium 
of profit seemed always to be placed 
upon the most unsocial line of con- 
duct that business could develop. 


Unsocial Conduct Proves Best 


“For example, in 1929, when it be- 
came evident that we were headed 
into a prolonged depression, it like- 
wise became obvious that the more 
people who were dismissed from 
business, the more serious the de- 
pression would become. 

“Consequently the man who most 
quickly cut the expenses of his busi- 
ness by discharging his people and 
by cutting the pay of those retained, 
had the most likely chance either to 
maintain some net profit or to con- 
fine his losses to a minimum. Our 
obligation to protect our own enter- 
prises forbade us from attempting to 
protect society.” 

He said the new leadership at 
Washington senses these things and 
knows further that business will 
never change its philosophy until 
forced to do so. Mr. Hahn urged 
warm-hearted support for the new 
order. 

“I am sure we are tired of the 
sharpshooting,” he said. “We are 
tired of misrepresentation of mer- 
chandise to our customers only to 
find that competitors can misrepre- 
sent more than we can. We are tired 
of chiseling manufacturers only to 
find that competitors can chisel more 


a 


out of them than we can. We are 
tired of competing with prison-madg 
merchandise and sweat-shop goods. 
We are tired of throwing profits com. 
pletely away to meet the undisgj. 
plined extravagances of less inte}}j. 
gent competition.” 


Members Approve 


Under the new order, he said, the 
National Retail Dry Goods Associa. 
tion and every other organization ip 
the country will have the power to 
say to any member: “Thou shalt 
not—” 

Mr. Hahn’s views met with the 
warm approval of members. One, 
Harry W. Schacter, president of the 
Kaufman-Straus Company, Louis. 
ville, Ky., spoke in the same vein: 

“March 4, 1933, may well mark the 
ending of a great era in American 
economic history—an era that has al. 
most reduced itself to an absurdity— 
the era of rugged individualism, 
when men really believed that eco. 
nomic policies could be entirely di- 
vorced from their social conse. 
quences, and that more could be ac- 
complished by competition than by 
co-operation.” 

At the opening session yesterday, 
Channing Swietzer, managing direc. 
tor of the association, told members 
that in his opinion operation of the 
industrial recovery act may not only 
result in fewer style changes, a curb 
on unfair advertising and restriction 
of cutthroat competition, but may 
also check house-to-house selling. 


F. Hallenbeck, 


Photographer, _ 
Dies at Fair 


Chicago, May 31—Frank M. Hallen- 
beck, widely known commercial 
photographer, who maintained offices 
at 440 S. Dearborn St. here, was 
stricken with heart disease and died 
today as he was taking photographs 
of the General Electric Company dis- 
play at A Century of Progress. He 
was 58 years old. 

Mr. Hallenbeck was especially well 
known for his industrial photog- 
raphy, and had appeared on the pro- 
grams of several industrial advertis- 
ing organizations. 

Mr. Hallenbeck was a past presi- 
dent of International Association of 
Lions Clubs and of Executives’ Club 
of Chicago. He is survived by his 
widow. 


“Shears” Organizes 
Package Judging Service 
Shears, Chicago, has announced a 

new service for manufacturers who 
are desirous of having their packages 
judged for adaptability to the prod- 
duct, sales value, protective quali- 
ties, etc. 

The publication has organized a 
package jury which will meet every 
month and judge packages that have 
been submitted. The findings of the 
jury will be the property of the 
manufacturer who submits the pack- 
age, and will not be made public un- 
less the owner of the package agrees. 


Records Opening of 
Chicago World’s Fair 


A phonograph recording of the en- 
tire broadcast of the opening cere 
monies of A Century of Progress, Chi- 
cago, which lasted more than four 
heurs, has been made by Universal 
Radio Productions, Chicago. 

This company also recorded the 
broadcast of the Democratic National 
Convention for NBC last summer. 


To Advertise Madison 


Burt Williams, manager, Consoli- 
dated Water & Supply Company, and 
I. U. Sears, business manager, Wis- 
consin State Journal, are in charge 
of a committee which is making ar- 
rangements to advertise Madison, 
Wis., to world’s fair visitors as @ 
vacation center. 


Fitch Names Ramsey 
F. W. Fitch Company, Des Moines, 
Ia., maker of Fitch’s Shampoo, has 
appointed the L. W. Ramsey Com: 
pany, of Davenport, Ia., and Chicago. 


Lever Bros. Appoints 


Lever Brothers of Canada have ap- 
pointed the J. Walter Thompson Com- 
pany to direct the advertising of Lux 
Flakes in Canada. 
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|| The Voice of the Advertiser Is 


ver to 
shalt 


“| Heard Through Advertising Age 


rk the 

Prete As its readers know, Advertising Age is independent, impartial, unbiased. It grinds no 
lism, axes, nurses no prejudices, serves no special interests. It prints the news. 

ly die Because it is recognized as a forum where opinions may be expressed on all phases of 
Se al this big business, and where criticisms as well as compliments may be exchanged, "Voice of 
an by the Advertiser" in Advertising Age is a remarkable contribution to the clarification of public 
erday, opinion in advertising. 

direc- 

mae Men and women representing companies throughout the advertising field, located in 
~~ all parts of the United States, write constantly to the editor, expressing their views, agreeing 
a: and disagreeing with previously expressed statements dealing with every advertising interest. 
; may Their letters appear each week in "Voice of the Advertiser." 


ig. 
What an opportunity to promote clear thinking on advertising situations! What a service 
in clearing up misunderstandings, eliminating misimpressions, getting the facts on record! 


, "Voice of the Advertiser" is deservedly one of the most popular features of Advertising 
i Age, and leaders in every division of advertising are constantly represented there. 
alr 
In the past few months the following signatures are among those which have appeared 
_— below letters in this department: 
nercial 
offices T. T. Cook, American Telephone & Telegraph Company, New York; J. J. Hartigan, 
a died Campbell-Ewald Company, Detroit; Lewis Russell, Sun Maid Raisin Growers' Association, Los 
wa Angeles: W. C. Sproull, Burroughs Adding Machine Company, Detroit; E. T. Gundlach, Gund- 
s. He lach Advertising Company, Chicago; B. C. Duffy, Batten, Barton, Durstine & Osborn, Inc., 
— New York; Dale Wylie, Iron Fireman Mfg. Company, Cleveland; F. E. Baker, Wilson H. Lee 
shotog- Company, Hartford, Conn.; R. F. Drake, Felt & Tarrant Mfg. Company, Chicago; W. J. Staab, 
wth Fuller & Smith & Ross, Inc., Cleveland; Stuart Peabody, Borden Company, New York: G. C. 
Dibert, J. Walter Thompson Company, New York; H. H. Putnam, John Hancock Mutual Life 
Rte Insurance Company, Boston; Howard Medholdt, Aitkin-Kynett Company, Philadelphia; S. 
fy Clay Williams, R. J. Reynolds Tobacco Company, Winston-Salem, N. C.; Ralph H. Jones, 
Ralph H. Jones Advertising Company, Cincinnati; Harry H. Hotz, Kerner Incinerator Com- 


pany, Milwaukee: S. Roland Hall, Charis Corporation, Allentown, Pa.; H. B. LeQuatte, 
Churchill-Hall, Inc., New York; James G. McMillen, Wander Company, Chicago; Louise 


rvice 


bey: Westing, Lehn & Fink, Inc., New York; Wells H. Barnett, Weston Barnett, Inc., Waterloo, 

2 la.; J. M. DeVoe, Hygrade Sylvania Corporation, Emporium, Pa.: Frank J. Reynolds, Albert 

> rod: Frank-Guenther Law, Inc., New York; Earl L. Hadley, Grigsby-Grunow Corporation, Chicago; 

sii John G. Krueger, Krueger Brewing Co., Newark, N. J.; Bert S. Gittins, Freeze-Vogel-Crawford, 

—s Inc., Milwaukee; Hugh H. Goodhart, Franklin Automobile Company, Syracuse, N. Y.; A. K. 

‘of the Barnes, Armstrong Cork Company, Lancaster, Pa.; W. M. Canaday, U. S. Advertising Cor- 

ot the poration, Toledo; David W. Kemp, U. S. School of Music, New York; W. E. Bornhoft, J. 

ie un || Stirling Getchell, Inc., New York; H. D. Kerr, Bayless-Kerr Company, Cleveland; P. Hicks 

wae Cadle, A. C. Legg Packing Company, Birmingham; Robert J. Mooney, Kirtland-Engel Com- 
pany, Chicago; Robert Tinsman, Federal Advertising Agency, New York; R. E. Powers, B. F. 

Fair Goodrich Rubber Company, Akron; Ira N. Jelalian, Wood, Putnam & Wood Company, 

; oe Boston; C. L. Reisner, DeLaval Separator Company, New York; Charles J. Cutajar, Briggs 

» & Varley, New York; Lee H. Bristol, Bristol-Myers, Inc., New York; Ray Giles, Blackman Com- 

iversal pany, New York; R. L. Sweeney, Theo. Hamm Brewing Company, St. Paul; M. Ray Applegate, 

ed the Applegate Advertising Agency, Muncie, Ind.; C. E. Nelson, Calkins & Holden, New York; 

7 George W. Hill, American Tobacco Company, New York; Karl H. Bronson, Graham-Paige Mo- 

on tors Corporation, Detroit; Arthur H. Kudner, Erwin, Wasey & Co., New York. 

eye Look for clear expression of informed advertising opinion each week in "Voice of the 

r, Wis: Advertiser"! 
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ADVERTISING AGE 


June 3, 1933 


Pharis Raises Prices 


Pharis Tire and Rubber Company, 
Newark, O., has announced an in- 
crease of 20 per cent in the retail 
price of its tires. 


C. & E. I. to Frank 


Chicago & Eastern Illinois Railroad 
has placed its advertising with Albert 
Frank and Company, Chicago. 


3,095,975 
100% 
VOLUNTARY 


of which 1,500,000 
are adults. The 
balance are young 
women 


The only effective 
and _ economical 

tem for covering the Home Economics 
field ti thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


\ QUANTITY manuracturers 4 


reo DEALER DISPLAY 


SIGNS foe WINDOW 
and COUNTER USE 


‘QUALITY 


Pen 

Row. 

200 LEADING , SERVICE 
NATIONAL Y - -AND-:- 
ADVERTISERS J LOW PRICE 


neon PRODUCTS. INC 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Despliaine St. 


and 34 other cities 
2241444444444 


Loler Ben. Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


On, giei,, gar, 
'VE FOUND 

~\ THE BEST 
HOTEL VALUE 


IN NEW YORK 
CITY 


Just think ...a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
Sem Madiune Ving btr 


KNIGHTS OF OLD 
DO BATTLE FOR 
GASOLINE SALES 


Break Lances in Newspaper 
Tournament 


(Continued from Page 1) 


knight, an offspring of the golden 
giant who has appeared in Richfield 
poster advertising since April 1 of 
this year. Lithographed 3-sheet por- 
traits of the Richfield contender were 
delivered to plant operators for June 
1 posting the day the Tydol adver- 
tisement first appeared, but the 
newspaper advertising was not sched. 
uled to start until June 5. 

To frame a suitable and immediate 
answer to the Tydol advertisement, 
Mr. Pollak needed only to change the 
headline of his opening newspaper 
advertisement from “Challenge” to 
“Challenges Accepted” and move up 
the insertion date. 

The artwork and text necessarily 
remained the same, a fact which ac- 
counted for a discrepancy or two. For 
example, the Richfield knight is rep- 
resented as accepting challenges, but 
the artwork makes him out the ag- 
gressor, as he is pictured issuing a 
challenge by throwing his gauntlet 
to the ground. 


Answer to Premium Fuels 


The fact that the text of the Rich- 
field advertisement fitted so neatly 
into the situation was due solely to 
coincidence, as the copy was written 
several weeks ago to answer not only 
Tydol but the other gasoline adver- 
tisers who are featuring from one 
to several premium qualities. 

The Tydol advertisement brought 
out three new features making for 
superiority. and the Richfield copy 
retorted: 

“Not one... not two... not three 

. not five . .. but ten premium 
qualities keep Richfield Golden Gaso- 
line a year ahead of competition.” 

Mr. Pollak said it was unlikely the 
duel would be continued, as it was 
not intended to single out one com- 
petitor as an adversary. However, 
he pointed out that the incident was 
brought about by circumstances and 
that circumstances hold the final an- 
swer. He was satisfied the first tilt 
had made the investment in space 
unusually productive, as many com- 
ments and compliments bearing out 
this theory were received. 


Future Policy in Doubt 


In the absence of Wm. C. Gittinger, 
sales development and advertising 
manager of the Tide Water Oil Sales 
Corporation, a comprehensive state- 
ment on the company’s stand was not 
forthcoming. The department was of 
the opinion that the company had 
benefited from the advertising con 
troversy, but doubted that any effort 
would be made to continue it. 

It was understood that the Tydol 
knight, a new hand, will not be kept 
on the payroll permanently, having 
been given a temporary job in con- 
nection with the announcement cam- 
paign, whereas the Richfield knight 
has steady work. 

In connection with the Tydol-Rich- 
field incident, the trade’s prophets 
have said there will be an epidemic 
of “challenge” gasoline advertise- 
ments this year. The spirit of the 
industry was exemplified again this 
week as the Colonial Beacon Oil 
Company, unable to remain a specta- 
tor of a good fight, hastened into the 
fray with the statement headlined in 
large space that it “challenges with 
a new motor fuel that guarantees 
smoother performance.” 


Murphy Is Advanced by 
“Herald and Examiner” 


William H. Murphy, formerly clas 
sified advertising manager of Chicago 
Herald and Examiner, has been 
named advertising director of that 
publication, succeeding Walter Mer- 
rill, who has been transferred to the 
headquarters office of the Hearst 
newspapers in New York. 


FALL CAUSES DEATH 


Ernest I. Mitchel 


E. L Mitchell, 
Head of Aauacy, 
Killed in Fall 


(Continued from Page 1) 


eventually bought by General Foods 
Corporation. 

“Marshall Field & Co. was another 
house which profited from Mr. 
Mitchell’s advertising ability.” 

Mr. Faust, however, was most 
eulogistic about the struggle for 
health waged by his late partner. 

“His sight began to fail about five 
years ago,” said Mr. Faust, “and for 
a time physicians feared that he 
might lose it altogether. Mr. Mitchell, 
however, was, or seemed to be, su- 
premely confident of his ability to 
surmount this handicap, which he 
never allowed to interfere with busi- 
ness. This faith was rewarded dur- 
ing the last year or two, when a 
definite improvement in his vision 
was evident to his colleagues.” 


Interested in A. B. C. 


Mr. Mitchell was, to quote Mr. 
Faust again, “keenly interested in 
maintenance of the gold standard of 
advertising values,’ as expressed by 
the Audit Bureau of Circulations. He 
served as a director of the A. B. C. 
from 1920 to 1930, relinquishing that 
post only because of the ailment men- 
tioned. He was secretary of the 
A. B. C. for several years and served 
a term or two as vice-president. 

In a luncheon conversation with 
O. C: Harn, managing director of the 
A. B. C., a few days ago Mr. Mitchell 
expressed his keen desire to resume 
work with the A. B.C. 

Mr. Mitchell is survived by his 
widow, Helen. Funeral services will 
probably be held Saturday morning 
from the family residence at 1433 N. 
Dearborn Parkway, Chicago. 


Karl Koerper Heads 
Kansas City Club 


Karl Koerper, sales manager, 
Greiner-Fifield Lithographing Com- 
pany, was elected president of Ad- 
vertising Club of Kansas City, Mo., 
at the annual meeting held May 29. 
Other officers elected were: First 
vice-president, Ed Kinkead,  vice- 
president, Joseph D. Havens Printing 
Company; second vice-president, Mrs. 
Elsie J. Chinn, Palmer & Chinn Let 
ter Company; secretary, Maurice 
Hoare, advertising manager, Ameri- 
can Asphalt Roof Corporation; treas 
urer, Mabel Rust, advertising mana- 
ger, Adler’s. 

Francis J. Gable, Good Business, 
Jerome G. Galvin, and Charles G. 
Wallace, Burger-Baird Engraving 
Company, were elected to the board. 
Holdover members of the group are 
C. H. McClean, Graybar Electric Com- 
pany; Ray Snodgrass, Union National 
Bank; Ben H. Henthorn, Kansas City 
College of Commerce; Mrs. Frances 
M. Connally, Connally Letter Com- 
pany, and Mrs. Maude DeVerse New- 
ton, Christian Science Monitor. Ray 
Lloyd continues as executive secre- 
tary. 


To Study European Art 


V. C. Kenney, commercial artist 
of the B. F. Goodrich Company will 
sail for Europe June 15 for a period 
of study and touring. 


EXHIBITORS AID 
IN DETERMINING 
COPY FOR MOVIE 


New York, June 1—The problem of 
stimulating distributors’ interest in 
the advertising prepared for “Gold 
Diggers of 1933,” the new Warner 
Bros. musical comedy feature picture, 
was solved by S. Charles Einfeld, ad- 
vertising manager, who submitted 
roughs of suggested advertisements 
and descriptions of promotional ideas 
to exhibitors through the advertising 
pages of the industry’s journals. 

The exhibitors were asked through 
this means to vote not only on sug- 
gestions for finished advertisements 
but the material to go into them, in- 
cluding stars and scenes to be fea- 
tured. Consequently, if the exhibit- 
ors fail to utilize fully the material 
prepared, they will be forced to the 
realization that they lack faith in 
their own choice and the judgment 
of fellow exhibitors. 


The selections did not upset the 
company’s advertising philosophy, 
but, among other useful purposes, the 
voting served to indicate whom and 
how many of the stars should be fea- 
tured. Other trends brought out 
were that the exhibitors preferred ad- 
vertisements telling what the pic- 
ture was about, instead of what the 
producer thinks of it, and spectacu- 
lar layouts in keeping with theatrical 
character. 


Unusual Layout 


One of the interesting newspaper 
advertisements approved is designed 
to get full page attention at minimum 
cost, being a space in the shape of a 
carpenter’s square occupying two full 
columns and the bottom portion of 
the remaining columns on the page. 
The exhibitors did not vote on the 
magazine advertising placed by the 
company in film magazines, but their 
suggestions were considered. 

The promotional idea suggested by 
Mr. Einfeld which was most enthusi- 
astically approved by the exhibitors 
is based on the theory that the man 
in the street secretly cherishes an 
ambition to act as judge in a beauty 
contest. 

He will have his chance if the ex- 
hibitor follows out the plan to tie up 
with a local newspaper to sponsor a 
beauty contest in which 18 of the 
most beautiful chorus girls appearing 
in the film are entered. In return for 
a heavy schedule of advertising, the 
newspaper will be expected to report 
the news of the contest and to help it 
along with posters depicting the con- 
testants and their good points on 
trucks and newsstands. 

The newspaper advertisements will 
introduce the aspiring damsels one 
by one, or two by two, depending on 
the length of the run, and include the 
voting coupon. The copy voices the 
ladies’ pleas, ‘Help make me a star. 
Be a beauty contest judge.” Those 
interested may collect as many cou- 


— 
pons as they like and deposit them jy 
the ballot box in the theater lobby, 


Expect Huge Success 


Mr. Ejinfeld has arranged to re 
ceive the returns on a national bagig 
with the thought that the informa. 
tion may come in handy later. By. 
hibitors declare the idea is the stunt 
of the year, asserting it has all the 
appeal of a consumer contest with 
none of the disadvantages. 

For those who cling to the cop. 
test, the company will provide ma. 
terial for a silhouette contest baseq 
on the fan’s ability to identify six 


stars in the picture by their gj}. 
houettes. The prizes are tickets tg 
the show. 


Another contest idea ties in with a 
roller skating number in the picture, 
which the exhibitor can seize as a 
pretext to sponsor roller skating races 
for the townsfolk. A manufacturer 
of roller skates has arranged to ex. 
tend cooperation to exhibitors inter. 
ested in this plan. 

The company is advising the thea. 
ter owners to send out their ushers 
and doormen with printed advertis. 
ing matter during the off hours, 
Teaser envelopes inscribed “For Men 
Only,” or “For Women Only” and 
door-knob hangers with the figure of 
a chorus girl cut-out are some of the 
material available. 


Ford Letters 


May Continue 
‘*Indefinitely” 


Detroit, Mich., June 1.—“There is 
no indication that the Henry Ford 
open letters will stop. Plans now are 
that they will go on rather indefi- 
nitely.” 

This encouraging information was 
given to ADVERTISING AGE today by a 
Ford advertising official. Previous re- 
ports had placed the series at four or 
five. The fourth letter, headed 
“Women’s Contribution to the Motor 
Car,” appeared this week. 

Asked whether the speculation in 
advertising circles that Mr. Ford had 
turned copy writer and written the 
open letters himself was true, the 
Ford man said: 

“There is no doubt that Mr. Ford 
influences their content.” 

William Cameron, chief of public 
relations, said: 

“These advertisements are written 
in Mr. Ford’s office.” 


McAteer Heads New 


England Printers 


Philip J. McAteer, New England 
Electrotype Company, Boston, was 
named president of New England 
Association of Printing House 
Craftsmen, succeeding Thomas A. 
Tully, Tuttle, Morehouse & Taylor 
Company, New Haven, at the annual 
meeting held in New Haven May 
20-21. 

Other officers are Howard T. Wal- 
lingford, Tileston & Hollingsworth 
Company, Boston,  secretary-treas- 
urer; and Leo E. Monks, Walker 
Lithograph & Publishing Company, 
Boston, vice-president. 


. ON the sands of Long Beach, L. I., N. Y., the largest 
public address system in the world has been erected! 
Six poles, each with two specially built loud-speakers, 


cover a stretch of a mile and a quarter! 


CLEAR 


(static impossible), pleasant broadcasting of entertain- 
ment, news, beach exercises, health and beauty hints AND 
ADVERTISING will be wafted to over three-quarters 
cf a million (750,000) bathers each week for TWELVE 
WEEKS. FROM June 15th to September 10th, daily 


from 10 to 6. 


really trivial. 


YOUR message to these millions 
MUST BE HEARD, can’t be tuned off! 


INQUIRE AT ONCE. 


The cost is 


AUDIBLE ADVERTISING INCORPORATED 


(Eldorado 5-3393) 


597 FIFTH AVENUE 


NEW YORK 
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POWDER LINE’ 
IS MAVIS TARGET 


New York, June 1.—Beautiful wo- 
men and those who desire beauty 
will use Mavis talcum below the 
“powder line” this summer, if they 
follow the advice given by V. Vivau- 
dou, Inc. in a summer newspaper 
campaign which is to appear in 200- 
jine space in Sunday papers in 33 
important cities. 

A series of twelve pieces of copy 
will alternate in stressing the need 
for “all-over” beauty, achieved 
through the use of Mavis face pow- 
der above the “powder line,” and 
Mavis talcum below the line, and in 
pointing out the value of Mavis tal- 
cum in keeping the body cool and 
comfortable during hot weather. 

Typical copy built around the 
“powder line” theme shows an illus- 
tration of a young girl with the 
jmaginary line dividing her head, 
shoulders and chest from the rest of 
her body, and asserts that “beauty 
knows no powder line.” 

“Powder for the toilet is not 
merely a matter of shoulders, neck 
and face,” the text continues. ‘“Peo- 
ple to whom beauty of skin is a pro- 
fession, people of the stage and 
screen, know this. 

“And so they use, as you probably 
do also, Mavis face powder—the final 
invisible touch for the complexion, 
for its unmatchable soft texture and 
fragrance. 

“But—from shoulders to heels, 
Mavis Talcum is the vogue. Here is 
new comfort, new beauty of skin all 
over. The same soft clinging quality, 
the same subtle fragrance, and all 
day long protection. 

“Make the use of Mavis Powder 
your daily habit. Mavis Face Pow- 
der above the shoulders—Mavis Tal- 
cum below.” 


34 Papers Used 


The series will appear in the fol- 
lowing publications: 

Birmingham News-Age-Herald ; Los 
Angeles Times; San Francisco Chron- 
icle; Denver Post; Washington Star; 
Atlanta Journal; Chicago Tribune; 
Indianapolis Star; Louisville Courier- 
Journal; New Orleans Times-Pica- 
yune; Baltimore American; Boston 
Globe; Detroit News; Minneapolis 
Tribune; St. Paul Pioneer-Press; 
Kansas City Star; St. Louis Post-Dis- 
patch; Omaha World-Herald; Buffalo 
Courier-Express; New York News; 
New York Times; Cincinnati En 
quirer ; Cleveland Plain Dealer; Port- 
land Oregonian; Philadelphia En- 
quirer; Pittsburgh Sun-Telegram; 
Memphis Commercial-Appeal; Dallas 
News; Fort Worth Star-Telegram; 
Houston Chronicle; San Antonio 
Light; Salt Lake City Tribune; Seat- 
tle Post-Intelligencer; Milwaukee 
Journal. 


Brewers in Move 
to Protect Outlets 


The United States Brewers’ Asso- 
ciation has protested against legisla- 
tion which will withhold licenses to 
sell beer from small restaurants, 
lunch wagons and roadside “hot dog” 
stands. 

Col Jacob Ruppert, president of the 
association, characterized such legis- 
lation as the penalizing of the little 
fellow because of his size. 


Letz Names Agency 


Letz Manufacturering Company, 
Crown Point, Ind., roughage mills, 
feed grinders and silo filling machin- 
ery, has placed its account with 
Reincke - Ellis- Younggreen & Finn, 
Chicago. Farm papers and direct 
mail will be used. 


Fight Sales Tax 


_ Oklahoma merchants are circulat- 
Ing petitions seeking a referendum 
which would do away with the re- 
cently passed general sales tax of 
two per cent, as well as the tax of 
three cents on each package of cigar- 
ettes sold in the state. 


Has New Milk Bottle 


A newly invented self-skimming 
milk bottle, which is designed so 
that the cream may be poured off, 
has been placed on the market by 
Cream Separator Bottle Sales Cor- 
Poration, Tulsa, Okla. 


A NEW LINE-UP 


There is No 
Powder line 


F YOU have thought of 
merely as a teidhing touch to 
make-up, you are thoughtlessly 
neglecting many of its most im- 
portant uses. 

True, Mavis Face Powder is in- 
dispensable. No other can match 
its soft texture, its ity, its de- 
lightful fragrance, the invisible 
touch it adds to any complexion. 

But your whole body needs 
powder too. The same protection 

iven all children from babyhood 
through tender years, oo the 
skin, is constantly needed by your 
own lovely skin today and every day. 


art the day. Spri 

thoroughly, with Mavis 

See for yourself how millions of men 

and women have gained new comfort. 
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Typical copy featuring the “pow- 

der line" which is being run in 

metropolitan Sunday papers for 
Mavis talcum. 


TOBACCO BONUSES 
TO BE REVIEWED 


Washington, D. C., May 31.—The 
United States Supreme Court, in a 
decision handed down Monday, has 
ruled that the huge bonuses paid to 
George Washington Hill, president of 
American Tobacco Company, and 
other officials of the organization, 
must be reviewed by the courts to 
determine whether or not they con- 
stitute misuse and waste of the cor- 
poration’s money. 

The opinion of the court declared 
that while the bonus payments gave 
no inference of fraud, “the payments 
under the by-laws have by reason of 
increase of profits become so large as 
to warrant investigation in equity in 
the interest of the company.” 

The bonus payments are based upon 
a by-law adopted in 1912, which al- 
lows payments to the president of 2%4 
per cent of profits in excess of $8,- 
225,245 net, and 11% per cent to each 
of the vice-presidents. Under this ar- 
rangement, Richard R. Rogers, stock- 
holder who brought the suit, declares 
that Mr. Hill received a bonus of 
$842,507 in 1930, in addition to his 
salary and cash credits. In 1931 he 
received, from all sources, a total of 
$2,627,978. 

Charles A. Penn, a vice-president, 
received $1,587,712, while vice-presi- 
dents C. F. Neiley and Vincent Riggio 
received from $746,358 to $950,349. 


Orders Review 


In ordering the District of Colum- 
bia court to determine whether these 
payments amounted to misuse and 
waste, the Supreme Court said: 

“Much weight is to be given to the 
action of the stockholders, and the 
by-law is supported by the presump- 
tion of regularity and continuity. But 
the rule prescribed by it cannot, 
against the protest of a shareholder, 
be used to justify payments of sums 
as salaries so large as in substance 
and effect to amount to spoliation or 
waste of corporate property. 

“The dissenting opinion of Judge 
Swan indicates the applicable rule: 
‘If a bonus payment has no relation 
to the value of service for which it is 
given, it is in reality a gift in part 
and the majority stockholders have 
no power to give away corporate 
property against the protest of the 
minority.’ ” 


Robinson Returns to 


“Evening Journal” 


William E. Robinson, at one time 
assistant to the publisher of the New 
York Evening Journal, has returned 
to the paper as advertising director. 

He was recently with the national 
department of the Hearst newspapers 
and, prior to that, local advertising 
manager of the New York World- 
Telegram, 


‘PAR- 1 - MASKS’ 
ARE INTRODUCED 


New York, June 1—Einson-Free- 
man Company, Inc., which pioneered 
in the production of jig-saw puzzles 
for use as premiums by national ad- 
vertisers, has again introduced an 
innovation in novelty merchandise 
which threatens to become as widely 
used as jig-saws. 

This time it is ‘“Par-T-Masks,” 
cleverly fashioned reproductions of 
the faces of famous comic strip char- 
acters, screen and stage stars, and 
leading personalities of radio, sports 
and music, which are attached to the 
ears with rubber bands, making ef- 
fective masks. 

Already a number of leading na- 
tional advertisers, including Wm. 
Wrigley, Jr. Company, whose use of 
the masks was described in the May 
27 issue of ADVERTISING AGE; Lambert 
Pharmacal Company; Socony-Vac- 
uum Corporation; Northern Paper 
Mills, ete., have made arrangements 
to use the masks in connection with 
their advertising and promotion. 

The production of “Par-T-Masks” is 
based upon exclusive contracts by 
Einson-Freeman with all leading 
newspaper syndicates, the leading 
motion picture companies, and lead- 
ing personalities in other lines, such 
as radio, sports, and music. 

The masks, which are unusually 
faithful reproductions of the char- 
acters they portray, are so designed 
that any child—or for that matter, 
any adult—may wear them comfort- 
ably without interfering with the 
vision. 


‘Waste Space”’ 


On Comic Pages 
Now Being Sold 


New York, June 1.—Salvaging oper- 
ations on the strip of “waste space,” 
14 lines deep, at the bottom of news- 
papers comic section fourth covers, 
earried on by Fletcher & Ellis, Inc., 
have already proved their value. 

Two national advertisers, Beech- 
Nut Packing Company and Quaker 
Oats Company, have already made 
plans to use the strip, and others are 
said to be interested. 

About 90 newspapers have ar- 
ranged with the agency to carry this 
type of copy and more are being 
added to the list almost daily. 

The first strip advertisement for 
Beech-Nut appeared in western news- 
papers last week, and initial Quaker 
Oats copy is scheduled for July 8. 


Sales Executives 
Club Is Growing 


Among those recently elected to 
membership in the Sales Executives 
Club of New York are: 

Henry E. Haws, treasurer, Dorr 
Company; Harold S. Houston, adver- 
tising manager, Paris edition of the 
Chicago Tribune; Guy Lemmon, Ben- 
ton & Bowles, Inc.; H. Burton Lowe, 
vice-president, Chemical Catalog 
Company; 

Elliott D. Odell, publication man- 
ager, Topics Publishing Company; 
Alfred Robbins, president, Alfred 
Robbins Organization; L. W. C. Tut- 
hill, president, Tuthill Advertising 
Agency, and Gerald B. Wadsworth, 
proprietor, Home Makers Educational 
Service. 


Woman Named Brewery 
Advertising Manager 

Mrs. Janet Fox Wing, formerly as- 
sociate editor of McCall’s Magazine, 
and wife of Andrew S. Wing, editor 
of Country Home, has been named 
advertising: manager of Feigenspan 
Brewery, Newark, N. J. 

So far as is known, Mrs. Wing is 
the first woman ever to direct 
brewery advertising in the United 
States. 


Freitag Joins Amity 


R. C. Freitag, at one time advertis- 
ing manager of Sterling Motor Truck 
Company, Milwaukee, has been named 
advertising manager of Amity 
Leather Products Company, West 


Bend, Wis., succeeding S. H. Hetland. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


PUBLISHERS! 


Highly effective advertising 
salesman available. Does your 
Central Territory need more 
aggressive and intelligent sales 
effort and general building up? 
Thirteen years’ experience, 
mostly on one large successful 
industrial paper. Knows and 
has confidence of most large 
industrial advertisers and 
agencies in Western N_ Y., 
Western Penna., Ohio, Michi- 
gan. Will be in Chicago June 
26, 27, 28; solicit interviews. 
Box 353, ADVERTISING AGE, Chi- 
cago. 


LET ME SOLICIT ACCOUNTS on 
commission basis only. Have half 
day free to work in Chicago and 
suburbs. Have automobile. Prefer 
local publication. Also familiar with 
all office routine. Representing pub- 
lications at present. Box 351, Ap- 
VERTISING AGE, Chicago. 


YOUNG MAN, member N. I. A. A,, 
with five years experience in indus- 
trial advertising and sales promotion 


work, wants position with manufac- 
turer, small agency or trade paper 
publisher. Knows’ merchandising, 
copy and production thoroughly; has 
all-round experience. College grad- 


uate. Christian. Age 27. A-1 refer- 
ences. Box 500, ADVERTISING AGE, 
Chicago. 


Fifteen years successful record 
lithograph sales. Also knowledge 
office management, sales promotion, 
outdoor and display advertising. De- 
sire connection where initiative, abil- 
ity and results are recognized. Box 
352, ADVERTISING AGE, Chicago. 


EDITOR—8 years experience as ed- 
itor. Can produce magazine from 
cover to cover, including selection of 
material, buying of artwork, paper, 
printing and handling of advertising. 
Salary no object. Age 29. Box 354, 
ADVERTISING AGE, Chicago. 


Tracy in New York 


Shelley E. Tracy, president, Dr. 
Pepper Bottling Company, and presi- 
dent of Tracy-Locke-Dawson Com- 
pany, Dallas, Tex., agency, has taken 
charge of the company‘s newly 
opened office in New York. 


Plans Chemical Award - 


Chemical and Metallurgical En- 
gineering, New York, has announced 
that it will hereafter give an award 
biennially to the company that has 
made the most meritorious contribu- 
tion to the advance of the chemical 
engineering industry. 


Appoints Dorland 


Banfi Products Corp., New York, U. 
S. agents for Montecantini Crystals, 
has appointed Dorland International, 
Inc., New’ York. A campaign will be- 
gin in September, using local news- 
papers and class magazines. 


EXTRA 


Consumers 


notice. 


BIG « 


Sales Pressure on Chicago 


Business IS better in the Chicago Market. The people who make that an 
interesting fact live here where you can contact them in their own homes 
through dignified direct-to-the-home advertising. 
tensive campaigns to both consumers and retailers on only a few hours’ 
What would you like to know about our service? 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 


NOW 


and Retailers 


We plan and start ex- 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


co eee 


$1 a Year ..52 Issues 


USE THE COUPON 


— ea ear a Eee re EO errs tr 2we See 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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MODERNISTIC HAT DISPLAY CREATES INTEREST 


a si 


| 
| 
| 


\, FOR STYLE .. SMARTNESS .. QUALITY 


A cardboard cylinder, which, when locked by two tabs at the back, 

causes the ear and the monocle to protrude, providing a secure rest- 

ing place for the hat, is the basis of this display created for Trimble 

hats by Einson-Freeman Company, which gives an unusually realistic 
effect. 


EXEMPLIFIES CENTURY OF PROGRESS 


One of three new models of Majestic radios, recently introduced by 
Grigsby-Grunow Company, Chicago. 


' BLIND-FOLD TEST FOR SW 
a 4 #2) 


EETEX 


if i | 


One of the illustrations used in the current trade campaign of 

Procter & Gamble Company for Sweetex, new type fat being pro- 

moted in the bakery field, which —_ described in "Advertising Age" 
recently. 


PHOTOGRAPHIC REVIEW OF THE WEE 


That is, at least, the inference from this photograph, one of a series to be used by Ruthrauff & R 
in a new magazine campaign. A Chicago riding club provided the locale; professional models, 


atmosphere. Underwood & Underwood did the work. 


MAKES MOST OF SPACE JINGLES FEATURE NEW SUMMER DRIVE 


This Chef cooks Quaker Oats so well 
That afl the guests at this hotel 

Send down such praises as compel 
The Smile that won"t come oft 


Now enriched with modern altra violet riys 


QUAKEROATS 5 


Different from other oatmeals. Exclusive process. 
Roasted to give richer flavor. And further en- 
riched by the use of modern ultra violet rays. 


AT ABOUT +2 THE PRICE OF A YEAR AGO 


= You're Making 
~ Good- for them 


It’s a big job — 
providing for your fami- 
ly’s present” happiness 
and well being. So 
much bigger is the job 
of providing for their 
future that wise men 
call on Life Insurance 
to help. 


Diversified jingles, always ending with "the smile that won't co 
off," and elated of chefs, farmers, etc., feature the 
summer newspaper campaign for Quaker Oats. 


Is your family fully 
protected? 


JOHN HANCOCK INQUIRY BUREAU 
197 Clarendon Street, Boston, Mass. 


Please send your booklet on life insurance 
for family protection. | 


Name 
Address ; Si Ba ae Ss A 
City A NE nes, | 


¥. 2233 


Forced to use single-column maga- 
zine space because of a smaller ap- 
ropriation, John Hancock Mutual 
Life Insurance Company has devel- 
oped the technique of telling its 
story with pictures, as illustrated 
here. Coupon results are reported 
exceptionally good. Livermore and 

Knight Company is the agency. 


Officers and directors of Advertisers’ Club of Cincinnati snapped § 
the club's quarters. Standing, left to right are: Herbert Gay Siss¢ 
Jean Wertheimer, Henry F. Childress, Alexander Thompson, 
Thos. F. Albershart, C. W. Browne, George F. Mathews, directe 
and A. H. Apking, secretary. Seated are Benjamin F. Faulkner an 
Robert M. Fleming, directors; A. S. Holtman, president; C. W. V 
de Mark, director; Myron Smith, vice-president; Frank J. Crof 
director, and Clifford Fox, treasurer. 
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